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To HART & HEGEMAN DIVISION, Hartford, Conn. 


Send me Free Sample of your new Weatherproof Socket 


FREE— = this Coupon 
HGH Nee [3 
Weatherproof ne ‘ 





Company )__— : = 


( Address) ______ 


S$ 0 s b e [ ’ + e . adubenes 10 


lo. on 
CE im OCES Lae 2/1: 


%. 


No. 1306 ~ te ~ ~— ; : : | No. 1308 


You’ll want a sample of this solid die-cast job 
with sprayed aluminum finish. The zinc-base 
metal with aluminum coating stops corrosion, 
all weather. No. 1306—90° angle socket with 
shadeholder hood—can be had green-enameled 
to match (2}") shade. Has 1" or 34" angle con- 
nection. No. 1300 has 14" hex cap and shade- 
holder hood; takes 2}" shade and medium base 
lamps. Fiber gasket between hood and interior 
seals against weather. No. 1308, the same as 
No. 1300 but without shadeholder hood, 


Any one is yours — use the Coupon! 


- | 
Ba (ARTS: HEGEMAN Division 
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LOOKING 
INTO THE NEWS 


ON THIS ; SHAVERS BY 
NEW YEAR—Ii building is good our business is TELEG@RAPHWH—Introducing a new electric shaver 
good. And building is going to be better. Allah be 
praised ! its Christmas campaign. The shaver could be pur- 
The authorities always differ but those who ought chased at any Western Union office in the United 
to know say that industrial construction will be up States 
50 per cent in 1939. Commercial building will rise 
by 15 per cent. Residence work will increase 40 per 


this fall, Gillette Safety Razor pulled an innovation in 








and delivery therefrom was made by mes- 





senger at no cost to the purchaser. Ideas! Ideas! 


cent. Meanwhile, Federal Housing has earmarked a 

i $690,000,000, dnly $36,000,000 of which is contracted 

| a een aris NOW PUSH 

| for. 

. Will there be better business? And we hope you THE ROASTER—Electric roasters have been grow- 
| get your share of the market. ing in popularity for the simple reason that this is 
) a thoroughly useful appliance in any home. Now 
/ - comes good news. Five roaster manufacturers are 
STILL JUST backing a national promotion program. It will be 


‘ 
ote 


launched in February by the Modern Kitchen Bu- 
reau. There will be good advertising to the home 
and to the dealer. 


MISCELLANEOUS$—Roosevelt talks of more Big 
Money for housing—Mebbe. But right now almost 
a billion is to be spent for home improvement and 
construction and will be passed out—which is a lot. 
And what do we get? 

. Plumbing is down for 81% per cent, heating for 16, 
roofing for 7. But electrical material 


Smart wholesalers will watch for it, plan to cash in 





|- 


on it. Here is the basis of a booming business—al 
ready strong and growing. 





wiring and 


domestic equipment—comes under “miscellaneous, 8 , 

per cent.” Isn’t it about time that the electrical fea- NEMA SAYS 
| tures of the modern home received some recognition ? WE’LL PLAY!—At the Chicago meeting NEWA 
j Must we remain just “miscellaneous”? It’s up to us decided to ask NEMA to appoint men officially to 


F electrical men. sit with the wholesalers’ commodity committees. The 
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manufacturers have said “Sure, we'll play!” and the 
contact men are appointed. 

That is sound progress—just horse sense. Some 
and 









interesting developments will come out of it 
clever team work in distribution. It would be smart 
too, if official delegations from NEWA attended the 
conventions of the other groups. It would be smart 
if official delegations from the other groups were 
invited to attend the wholesaler conventions. 








































ALREADY IT 
1S ROLLING—Do you know that the marketing 


centers where Adequate Wiring is under promotion 
already reach 55 per cent of the nation’s buying 
power? This movement is already rolling. 

It takes time naturally before people show the 
effect in both questions and orders. But the idea is 
moving and the benefits may be enjoyed by whole- 
salers in any city. But what you get will wait on 


what you do. 


IN THE 
EDISON MANNER—A man on the Coast, a power 


man, was presented with a premature baby. What 

to do? He rattled his slide rule and found the answer 
soil cable wrapped around a bassinet-—thermostatic 

control—everything hotsy-totsy, so to speak. 

It just shows what we electrical men could do, if 
we had spare time. For instance, why not warm side- 
walks with soil cable on all winter corners where the 
buses and cars stop? Why not—well, you say one. 


* 


AND IT’S 

“MEN ONLY’?—New York has sprung a new mer- 
chandising idea. Macy’s started it. They set apart 
a night a week for “Men Only!” No women could 
come in unless some hen pecked husband brought 
‘em. Other stores took it up at once—because it 
worked. 

It shows that all the ideas have not been used. It 

is hard, thinking ’em up—but it pays. 


* 


JUST A LOT 
OF SOFTIES— We electrical men have done great 


things to speed the race—but do we pamper ’em! 
And we're infecting the whole world. 

The owner of a prize race horse in Columbo, 
Ceylon, installed a Carrier portable air conditioner 
in his box stall—to coddle the horse. That night 
he missed the jockey and the stable boy. They had 
moved in with the horse! And so the conquest of 
another continent begins. 


MILLIONS OF 
“OH!S’ AND “AH!S’’— Seven manufacturers and 


two chain wholesalers are staging adequate wiring 
at the big World’s Fair this summer at New York. 
There will be 15 homes in a “Town of Tomorrow” 
wired under the sponsorship of the Adequate Wiring 
Bureau. This group of manufacturers and whole- 
salers are putting up the money. Eight million people 
are expected to see and hear the story. 

At the Golden Gate Exposition the Pacific Gas and 
Electric Company will feature wiring to more mil- 
lions. The message will reach every community in 
the land. It will have an influence that any city can 
capitalize. 


WELL THERE 
YOU ARE!—New Orleans electrical men should all 


wear red ties. They have found us a new market and 
made it pay. In 1933 they installed 19 attic fans. 
Next year it was 54—next year 72, next year 178, 
next year 227 and in 1938, through September, 423. 
And so an idea grows. 

Ninety per cent of American cities can do the same 
thing with attic fans, just because people don’t like 
hot weather. But how many have been sold in your 
town? And by you? Well, there you are! 


TO STOP 
FUEL WAS TE— The National Warm Air Heating 


and Air Conditioning Association has turned loose 
a campaign to eliminate a half billion dollar waste 
in the national heating bill. These wastes, caused, 
they say, by neglected and obsolete equipment, in- 
adequate insulation, poor mechanical regulation, in- 
efficient hand firing and infiltration of cold air, are 
largely preventable. O.K! We’re for it, for mod- 
ernized heating means business for electrical whole- 
salers. Every mechanical stoker or oil burner uses 


some electrical goods for wiring, protection and 
control. Here’s another market. 
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TRIANGLE PRODUCTS REWARD BUYERS! 


| DABALA 


TRIANGLE CONDUIT & CABLE COMPANY, INC. ee 


Eimhurst, New York City, N. Y. 
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“That cable salesman's here again, Mr. Brown" — 
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’ Ten bits of comment on the coming year that offer some wise counsel 


Profit—Not Sales 


from G. E, Cullinan, Vice President 
Graybor Electric Co. 


The year 1938 has been a trying and 
disappointing one. The electrical whole- 
saling business fell off, as it always does 
with general business, and the first six 
months were difficult. 

3ut the curve of business in five months 
has regained all it lost in the prior 
eight. Certainly we close the year in a 
better position than we opened it. Now 
business is increasing, sentiment is better, 
and we enter 1939 under exactly opposite 
conditions from those at the beginning of 
1938. 

We, in Graybar, are planning for bet- 
ter business. We look for a profitable 
year. 

We have too long made a fetish of 
volume. If we set a profit objective and 
made it regardless of sales, how much 
better it would be than to set a sales 
budget and make it regardless of profit. 
We are going to concentrate on profits 
in 1939 and let the sales chips fall or 
rise where they may. We may be wrong, 
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lr is an old American custom to do 
a bit of prophesying on the New Year. 
Nobody claims to be a prophet, of 
course. But we all like to look back 
and then take a squint ahead. We 
like to know how other people feel. 

The interesting thing is that most 
of us feel pretty much alike on the 
essential factors. Some are tempo- 
rarily more conservative, more optim- 
istic. But in the main a hundred 
electrical wholesalers speaking to this 
theme will sound the same warnings, 
point to the same opportunities. 

So these ten men, across the 
country, were asked to say in a few 
words how the outlook sizes up to 
them. Each makes some point that 
probably most of the others would 
agree upon. Together it rounds up 
the prospect in an interesting way. 
And their suggestions are worth any- 
body's consideration. 











but we believe if all electrical whole- 
salers will follow the same plan 1939 
will be a fine year for all of us. 


SALESMAN 


Control Expenses 


trom J. L. Busey, President 
General Electric Supply Corp. 


Electrical wholesaler volume in 1937 
was 9 per cent greater than in 1929, 
Could we have foreseen the recession 
period, expense of operation would un- 
doubtedly have been held under closer 
control, and we would not think that the 
year 1938 was so bad after all. 

Now, having curtailed and adjusted 
our expense of operation, we cretainly 
are in a much better position to face 
what the year 1939 holds forth for us. 
But we must continue to control care- 
fully the expense of operation—if we are 
to make a profit during the coming year. 

3usiness in 1939 will be somewhat 
better than that which we experienced in 
1938. Any increased volume for the 
electrical wholesalers is, in our opinion, 
going to come through more efficient 
sales direction and operation, selling the 
same or similar products to those which 
we have during this year. We do not 
look for a materially increased volume 
through the addition of any new products. 
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Better Business Men 
from B. W. Clark, President 
Westinghouse Electric Supply Co. 


Electrical wholesalers have learned 
something from depressions. The indus- 
try has come through this year with a 
decline of around 28 per cent of volume. 
3ut they are healthy. Perhaps we have 
turned into better business men than we 
were ten years ago. 

I see but one new product at present 
that warrants careful watching. That is 
the fluorescent lamp. How fast this is 
going to develop no one can say, but it 
is going to be important. I look for a 
little less excitement in regard to appli- 
ances, especially refrigerators; for a pos- 
sible increase in the sale of ranges and 
in the sale of complete electric kitchens. 

The wholesaler’s position seems to be 
more sound than ever. I think we have 
a right to look forward to a secure, 
helpful, and, I hope, profitable place in 
the electrical industry. 


Industrial Outlook Good 


from R. M. Johannesen, President 


Brower Electric Supply Co. 
Greensboro, N. C. 


General business prospects in this terri- 
tory look much better for next year. 
Industrial building will develop in the 
hosiery, cigarette, rayon and furniture in- 
dustries. This will make business for 
contractors and wholesalers. 

We plan to spend more time next year 
on industrial and commercial lighting, 
working closely with the power company. 
Fluorescent lighting and other new de- 
velopments make this a good field to 
cultivate. 

There is still much educating to be 
done in the rural field and residential 
building. Most rural jobs in this section 
comprise only the barest wiring necessi 
ties, and many new homes are being in- 
adequately wired. Prospects for electric 
range and water heater sales look good 
for 1939. \ 

Largely by local effort, we are making 
very good progress toward the elimination 
of black conduit and boxes. We hope 
this movement will become so widespread 
that manufacturers will stop making them. 


Sell Quality That Pays 
from L. L. Hirsch, President 
Electrical Supply Co., New Orleans, La. 


The outlook for next year is brighter. 
is on the up-grade. But the 
trend nowadays seems to be to increase 
the hardships on the distributor. More 
‘ompetition is being created by manu- 
facturers, and margins are being nar- 
rowed on some commodities, though costs 
are mounting. He who would hope to 
make a profit should study the items he 
is marketing and concentrate on those 
which will help best to accomplish his 
bjective. 

The wholesaler who would succeed in 
1939 should not place too much emphasis 
m the competitive price situation. Many 


Jusiness 
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appliances he handles successfully are 
priced higher to the consumer and dealer 
than similar articles of other manufacture. 
This doesn’t particularly bother him. 
Why not take some of this thinking into 
his supply business? In the selling of 
supplies as in the selling of appliances, 
10 house is the cheapest in the world on 
all items. And an analysis will show 
that most of the business placed is placed 
for reasons other than cheapness of price. 
The wise wholesaler would do well not to 
overemphasize price in his thinking. 


Stick To Your Share 


from F. R. Eiseman, Sec. & Treas. 
Revere Electric Co., Chicago, III. 


One of our troubles is the attempt 
yn the part of most wholesalers to obtain 
more than their full share of the avail- 
able business. The only cure for this 
is an ever-lasting attempt on the part of 
all of us to build up our profit rate. 
We're all interested in profit and must 
mstantly realize that we not only owe a 
responsibility to ourselves, but also to our 
fellow competitors to do everything w« 
can, from a cooperative standpoint, to 
maintain a satisfactory margin. 

Whether wholesalers should specialize 
to greater extent would depend largely 
upon the cooperation the wholesaler could 
obtain from his source of supply. In 
large centers, such as Chicago, independ- 
ent wholesalers cannot afford to special- 
ize on the sale of motors, motor-con- 
trols, or apparatus because of the small 
profit rate and the tremendous. amount 
of direct factory competition. 


Sell Everything Harder 
from J. B. Dunn 
Tower-Binford Electric & Mfg. Co. 
Richmond, Va. 


To get more of the consumer’s dollar, 
at a profit, we have to do more selling. 
We have been price cutters and order 
takers since the beginning of the depres- 
sion. Now, with improving, 
we must start selling, at a profit, and stop 
just taking orders at a price. 

Fluorescent lighting stands out as the 
new product with the brightest future. 
What we need now are complete lines 
of reflectors, Underwriters approved, and 
i reasonable answer to the question, now 


business 














worrying inspectors, as to how many 
lamps will be allowed on present 1200 
watt circuits. 

Dealers and wholesalers should sell 
everything that can be plugged into a 
circuit, just as the plumbing industry 
sells everything that can be hooked onto 
a water pipe. 


Keep Up To Date 
from F. R. Elliott, President 
Elliott-Lewis Electrical Co., Philadelphia, Pa. 


I find that wholesalers are all inclined 
to advance their sales budgets for 1939. 
We will go along with that idea. But 
it is clearly evident that about the only 
thing that will secure whatever is our 
share of the available business is an 
everlasting plugging and keeping up-to- 
date. 

We feel that out side of fluorescent 
lighting, there are not likely to be any 
startling new developments in the lines 
we handle. There may be price con- 
cessions to make things interesting in 
the appliance field. And we sincerely 
hope that the tendency toward simplifi- 
cation of lines, which we are seeing in 
refrigerators and radios, through the 
elimination of nearly duplicate models 
will be carried through the other lines 
we sell. 


Train Better Salesmen 
J. A. Kahn, District Manager 


General Electric Supply Cor 


‘Salt Lake City, Utah 


trom 


To secure our share of business now 
available we must re-train our own and 
dealers’ salesmen. In our territory the 
electric light companies are limiting 
sales activities to high wattage consum- 
ing devices. Other appliance business is 
reverting to the wholesaler and his deal 
ers or to the chain stores. Our experi- 
ence is that where a dealer has trained 
his salesmen, he can compete successfully 
even against chain store low prices. It is 
our job to promote this dealer training 
if we want the dealer business. 

This is no new problem. In fact there 
are no new problems apparent. It’s just 
like the rest of the old problems, becom- 
ing more complex and difficult. 
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Prepare For Business 
from B. Jankelson, President 
Incandescent Supply Compa 


San Francisco, Calif. 


There will be lots of business this year 

from low cost housing stimulated by Fed- 
eral money and promotion. That means 
business for wholesalers and contractors 
prepared to go after it with adequate 
stocks of wiring materials, fixtures and 
appliances ready for immediate « 
Forget hand-to-mouth buying and selling. 
Show customers what building is doing 
out in your territory and how they must 
prepare to get their share. 

Altogether, 1939 will be a good vear 
for anyone who starts out to make 


livery 
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Floyd Good, Stubbs’ 
“traveling” salesman 


HE accompanying diagram is a 
floor plan, so to speak, of one 
wholesaler salesman’s _ territory. 
Floyd Good of the Stubbs Electric 
Co., Portland, Ore., makes it regu- 
larly once a month, in three jumps— 
but he calls them “stands.” He 
visits approximately 35 towns in 
the month. The largest has 30,000 
population, and the smallest 300. He 
averages eight calls per town, and 
sells the whole line including wir- 
ing devices, major and small appli- 
ances, radio parts, fixtures and 
lamps. He drives three to four 
thousand miles a month, summer and 
winter, and goes from sea level to 
a mile and a quarter elevation on 
every trip. That’s getting around! 
To cover such a territory with 
regularity requires careful planning 
and close adherence to schedules. 
“It’s not too hard, though, after 
you learn to ‘swing it,’ says Floyd. 
“As a matter of fact, between ten 
o'clock and midnight I don’t seem 
to have anything to do at all and 
have to find some way to kill time. 
“My route list is planned a month 
in advance, subject, of course, to 
unexpected breaks. Two weeks are 
devoted to the big stand, which is a 
circuit of the whole territory. Then 
comes the little stand the third week, 
through the upper Willamette Val- 
ley, taking in all towns on both sides 
of the main highway. Finally, 
comes pick-up week, close in to our 
headquarters in Portland. 
“Call-backs are time killers, but 
I reduce them by sending out no- 
tices several days in advance to let 
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Out where jumps are long and 
towns small the calendar and 


the road map play a big part 
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Three hundred miles long and a mile high is this man’s 
stamping ground—that's some territory to cover every month 


my customers know my approxi- 
mate time of arrival. If I get be- 
hind on my schedule, the time is 
made up by night driving. 

“Having covered the territory a 
number of years, I have selected 
certain hotels where I always stay. 
As a regular customer, they accom- 
modate me under any conditions. My 
house thus has a list of places where 
[ can be reached, and on a fairly 
close time schedule. 

“Taking into _ consideration 
weather conditions and mountain 
driving, actual time on the road rep- 





By Henry W. Young 





resents five to six days in the car. 
Only a part of this can be saved by 
night driving. The actual working 
day among the dealers and contrac- 
tors is measurably lengthened how- 
ever by a careful study of the daily 
habits and routine of each. I have 
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some that I can see as early as half 
past seven in the morning, and 
others from then on into the eve- 
ning. I schedule my time accord- 
ingly. 

“Reports on calls get methodical, 
but fast handling when you are 
fighting time on a large territory. 
Fortunately, my company is more 
interested in orders than reports. 
Of course the orders must be sent 
in every day. I carry a notebook 
and on every call get down enough 
in a three or four line entry to re- 
call all the important phases of the 
interview. A general letter each eve- 
ning highlights these calls to my sales 
manager. A detailed report is given 
only in connection with some spe- 
cial matter. At the end of the trip 
in the Saturday morning conference, 
the book is brought out and the 
notes elaborated upon verbally to 
complete my picture of the trip. 

“Within the time available, it is 


=} 
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(Continued on page 22) 
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Sell BOTTLERS 
ad BREWERS 


They buy 


cleanliness, safety 


HERE is a sales key—an appeal- 
Tine mental attitude—to open the 
doors of each industry. With bot- 
tling, it is cleanliness, control and 
safety. Talk about those things, 
present your products in their light, 
and you are in. 

This is a good market. There 
are over 11,000 prospects in it. 
They include about 645 breweries, 
3,200 manufacturers of non-alcoholic 
beverages, and 8,000 bottlers who 
do not manufacture. There may 
be some overlap in those figures, 
as they came from several sources, 
but allow a generous margin for 
that and there are still plenty of 
prospects. 

In general, the concentration of 
plants follows that of population. 
Where there are cities and con- 





gested areas, there are bottling 
plants. Brewery locations are lim- 
12 


electrical 


products’ for 
and 


convenience 


ited somewhat by the dry laws, of 
course. Soda pop and soft drink 
bottlers are everywhere. 

In most studies of this kind, the 
procedure is to start with the raw 
materials and follow them through, 
step by step until they are sold 
and shipped, selling as you go. But 
with beverage raw materials coming 
from all corners of the world and 
differing quite widely in their proc- 
essings, the wise thing to do is to 
become familiar with the items 
which all plants have alike, and 
work back to the special processes 
and needs. 

Sottling lines, whether for beer 
or soft drinks, are much alike. The 
crown cap is almost universal for 
beverages. 

The incoming bottles are taken 
first to a washing machine, usually 
called a “soaker”. In these ma- 
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A modern brewery filling line where bot- 
tles are washed, inspected, filled, capped, 
pasteurized, labeled and packaged. 


By 
Edwin Laird Cady 


chines they go through several wa- 
ters of higher and higher tempera- 
tures. Sell temperature controls to 
prevent the heat shocks which break 
bottles. Modern soakers deliver 
the bottles at exactly the right tem- 
perature for filling. Sell more con- 
trols if the finished bottles must 
be cold. Light at the delivery end 
is often a mixture of Mazda and 
neon to simulate daylight, for thor- 
oughness of inspecting. Here are 
applications for the new fluorescent 
units. 


Automatic Filling 


From the soaker the bottles go by 
conveyor to the filling machine, then 
to the labeller, the inspecting table, 
the case loaders and the carton seal- 
ers. And since the speeds of all 
these machines are higher than ever 
before, conveyors are coming into 
use which move the bottles instead 
of letting one bottle push another. 
Lighting must be better for faster 
inspection. Electric eye devices are 
used, to count bottles, check colors, 
stop the line if an unfilled or unla- 
belled bottle gets by the machines, 
and slow the line down if the case 
loading table gets overcrowded. Ma- 
chines are used to fill cartons, seal 
cartons and load cases, and these 
also have automatic stops so bottles 
will not be taken if boxes are not 
there to be loaded. There is a great 
deal of interlocking of these con- 
trols, otherwise one could defeat 
another. 

The cases come on conveyors to 
meet the bottles at the loading point. 
If wooden or metal cases are re- 
used, there will be a case washer, 
which may need an automatic con- 
trol. 

Every electrical device around the 
bottling equipment should be splash 
proof. See the bottling room super- 
intendent, and talk about higher 
speeds with greater safety. 

With the bottling may go pas- 
teurizing and filtering. Sell tem- 
perature controls, portable pumps, 

(Continued on page 22) 
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oe & SALES CONTACTS WITH BREWERS AND BOTTLERS 
) THE ELECTRICIAN 
- 4 
t 4 
1 
1 THEIR ELECTRICAL REQUIREMENTS 
2 ; ELECTRICAL SUPPLIES fans, exhaust paste, soldering telephones, intercommunicating 
t ammeters fishing equipment, wire plugs, attachment testers, battery 
batteries fittings, conduit pullers, fuse testers, ground 
blowers fixtures, lighting receptacles testers, insulation 
boxes, outlet flashlights reflectors thermostats 
cable floodlights signalling equipment toggle bolts and screws 
y chargers, battery fuses sockets tools, construction 
circuit breakers grinders, electric solder tools, electric, portable 
. compound, insulating hacksaws and blades soldering irons tools, electricians 
9 compound, soldering incandescent lamps, all sizes starters, motor transformers 
- conduit instruments, indicating stations, push button unit heaters 
ll contacts instruments, recording switches, limit valves, magnetic 
. controls, motor lamp changers switches, pull and canopy valves, motorized 
| cords, flexible lamp guards switches, safety varnish, insulating 
oO cords, waterproof lamps, portable, work switches, time voltmeters 
d devices, wiring meters switches, wall welders, electric 
r. dressing, commutator motors switchgear wire, all sizes 
. drills, electric panelboards tape wire connectors, solderless 
‘e 
S; 
: DEPARTMENTAL PURCHASES 
: BOTTLING ROOM MACHINES COOKING, BLENDING AND PROCESSING 
CO, Gas Compressors—replacement motors, squirrel cage, Brew Kettles—replacement motors—! HP for each 10 bar- 
A~ 5 HP and larger rels rated kettle capacity, back geared to 20/40 RPM 
al Case ue meg “s--—iiascaaa switches and !/2 to | HP Cereal Cookers—replacement motors—! HP for each 12 
replacement motors . 10 RPM 
: Crown Cappers—replacement motors '/4 to 2 HP sak Mieecnen pencil HP for a barrels 
“S Fillers—inspection lamps (sometimes colored) and replace- ted + d to 10 RPM 
» maton, 00 end Sees rated capacity, geared to or more 
ot oe > oe ‘ 9 ' 2 7, HP Automatic controls, immersion and strip heaters, controlling 
at Filtermass ENETO—-TOpTRCOMER! maTENE, to , and recording instruments, portable mixers 
.. splashproof 
m Labellers—inspection lamps and replacement motors, '/4 HP GRAINS HANDLING—(all dust and explosion proof) 
" and larger Discharge Gates—replacement motors, 2 HP ceared type 
Pasteurizers—! to 15 HP replacement motors, controls Malt Conveyors and Screens—replacement combined drives, 
to Sealers, Carton—automatic stops, limit switches, '/2 to | HP 1 GA on mnie 
replacement motors . 
it. achat sia a Malt Mills—replacement motors, totally enclosed, fan cooled, 
mt Soakers or Bottle i agg <> net og. lighting, 720 RPM, about | HP for each 20/30 bushels per hour 
automatic controls, recording thermometers, thermostats, Storage Rooms—alarms, temperature controls, fans 
- A replacement motors, '/2 HP and larger 
n- Electrical interlocks between machines, and automatic con- LABORATORIES 
trols on conveyors, to make the whole line work as a unit Color lamps, hot plates, instruments, ovens, heating units 
he 
| CASE AND KEG HANDLING CARER . 
sn : , : Air compressors, fans, battery chargers and testers, instru- 
Branders, Electric—replacement heating units ij 
- A ments, supplies 
Elevators and Conveyors—photo-electric counters, controls, 
a replacement motors, 34 HP and larger MECHANICAL MAINTENANCE 
Pitching Machines—strip heaters Drills and tools, dryers, floor scrubbers, glue pots, heaters, 
\S- Scrubbers—immersion heaters, controls, replacement motors meters, joint sprayers, pipe threaders, pumps, soldering 
m- V2 HP and larger irons, vacuum cleaners, valves (motor driven), welders 
ps, 
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Ws Howard Stultz, owner of 

the Hollywood Wholesale 

Electric Co., planned this building : 

he didn’t let down the rest of the it 4 ; ea ta 
town with its fame for beauty and soar ee 
modernism. Here is the proof. 
This wholesale house contains 20,000 
square feet of floor space, with a 
parking lot and loading area at the 
rear, and a drive-in entrance at the 
side. The streamlining isn’t confined 
to appearance for the entire building 
is designed for streamlined selling 
and service. 


wootesating Aollyuosd Style 


l Displays are well spaced and 
customers have plenty of room to 
browse around and see the vari- 
ous lines, Note the indirect light- 
ing and acoustic ceiling. 


Good looking and efficient—in keeping with Movietown. 





2 The sales counter adjoins the 
main display room. Sample boards 
on the face of the steel bins offer 
ideas to customérs. Aisles are 
well lighted for faster service. 
And stools for the weary. 


3 Ample conduit stocks, in a 
rigid rack flanked by the two 
drive-in entrances. The rack is 
self-supporting, eliminating strain 
on walls. The framework is of 
heavy pipe, arc welded to an 
angle steel frame which forms the 
base. 





4 Cable reels are stocked on a 
heavy arc welded steel rack. 
Axle supports are adjustable for 
various reel sizes to line up the 
stock in orderly fashion. An over- 
head crane and chain block make 
handling easy. 


5 Elbows are warehoused in this 
“A” type rack. The horizontal 
pipes, holding the elbows, are 
welded to the angle iron supports. 


6 Standard package items are 
stored in adjustable, open steel 
shelves arranged in one wing of 
the warehouse next to a drive-in 
entrance. A counter provides 
space for making up orders, 
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WHERE 


as Mary when the lights went out? 


HUNTING FOR FUSES? STUMBLING DOWN-STAIRS? WONDERING WHAT T0 DO? 
no, no, NO, no no, no, NO, no no, no, NO, no 











—not Mary, thanks to 


THE 
CUTLER-HAMMER 
MULTI-BREAKER | 


A blown fuse can be such a nuisance... 
and usually is. Just when the guests are 
called to dinner, or just after you've” 
settled down with a thrilling new book, or 
just when your favorite radio program 
comes on... doesn't it seem those lights 
always go out at just the wrong moment? 


You can avoid so much of this trouble 
with a Cutler-Hammer Multi-Breaker. It's 
just a neat panel on your kitchen wall or in 
some other such easy-to-find spot. No 
stumbling down-stairs. No hunting matches 
or candles. In fact, you need not even hunt 
for a new fuse, not to mention finding 
which one is blown. For all you do to reset 
a Cutler-Hammer Multi-Breaker is to push 


a up a little lever and the lights are back on. 


5 aoa Call your electrician or electric company 
a ft hr ~~ bd f A hA » d | i ti- 
Clu TLE R«| 1AMMI LR now and let a Cutler Hommer Multi 

Breaker end forever the nuisance of blown 
fuses in your home. CUTLER-HAMMER, Inc., 


_— 
we 8) LT) - B RE AKER — Pioneer Electrical Manufacturers, 1327 St. 


Paul Ave., Milwaukee, Wis. 














YOUR 











NO CURIOSITY! 


LARENCE Day in his great little book—““This Simian World” 
—said that men and monkeys share two dominant character- 
istics. ‘These are curiosity and chatter. By the time he stops 
explaining, you feel your long tail curling round the chair leg. 
We electrical wholesalers qualify on chatter. We're good at that. 
But we fall down on curiosity—that is on organized curiosity. Right 
now, of course, we’ve just completed inventories and closed the 
books. We know what we made last year, how much we owe and 
what we own. But beyond that, we go it blind—pretty much. 






















ET wholesalers believe in working together. We have a national 
association. We are trying to strengthen the position of whole- 
sale distribution in the electrical industry. Strangely enough, how- 
ever, we have never taken the trouble to find out just what that 
position is from year to year. We have no precise facts. 
By But just suppose that four times a year we had figures on the 
: total sales of all the electrical wholesalers in the country, or most 
Earl Whitehorne ' ; 
of them. And suppose it showed us, by trading areas, what they 
sold and how much to contractors, dealers, industrials, rural co-ops, 
and power companies. Automatically we would have a moving 
picture of the flow of merchandise and markets. 

And suppose these companies reported also how new products, 

, new ideas were going over, how new building or special industries 
were trending. The mass data from these confidential facts could 
be issued to every cooperating wholesaler. Then what? 

Why every sales manager could check his sales of products and 
markets. The wholesale industry would know its strengths and 
weaknesses. ‘This would guide the policies and stiffen the courage 
of every house in its relations with both manufacturers and cus- 
tomers. It would bring new order into electrical distribution. 





















IFFICULT? No! It will be done some day. Because the 
value of this knowledge to individual wholesalers will pay them 


for reporting their own activities. 

And this, of course, should be just the first step toward a broader 
organized curiosity in this industry—-a research program to 
strengthen our selling and increase our earnings. For it would arm 
every salesman with facts to help him day by day. 
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Le S. SHAW, manager of the 
electrical department of Moore- 
Handley Hardware, Birmingham, is 
a practical idealist. After 29 years 
in electrical wholesaling he still be- 
lieves, and rightly, that education 
will bring honest cooperation which 
in turn will further develop the elec- 
trical industry and its service to the 
people. 

And Shaw does something about 
this idealism of his. Besides run- 
ning a large electrical department he 
has headed the Electrical Appliance 
Dealer Association of Alabama and 
Western Florida-—a wholesaler, deal- 
er and utility group—for the past 
three years. He is also active na- 
tionally and is now in his second 
term as president of the Westing- 
louse Agent-Jobbers’ Association. 


Why He Does It 

But he isn’t in all this work just 
because it’s sport. Shaw knows that 
every time a man is taught that 
purchase-price-plus-fixed-costs-plus- 
sales - expense - plus - allowance - for - 
credit - loss - plus - a - fair-mark-up- 
equals -a-selling-price-that-produces- 
an - honest - profit, Moore- Handley 
will benefit as well as the rest. Of 
course, it’s a long grind. Yet Shaw 
hasn’t turned cynic. He believes that 
we are gaining headway, so he holds 
to his idealism and his work for 
progress. 


John Shaw does not spend too 
much time waving the good banner 
of cooperation however. He isn’t 
earning his living that way. His pri- 
mary job is showing a profit for his 
electrical department. And he does 
that. Over this period of 29 years 
spent in wholesaling he has estab- 
lished a set of rules which he be- 
lieves must be followed if a house 
is to make money. There are four 
of them. Here they are: 


| The wholesaler must develop 
his own salesmen into modern 
merchandisers. These salesmen 
must keep in step with the prob- 
lems that each trend presents. 


2 The wholesaler and his sales- 
men must take the lead in the 
training and development of deal- 
ers. Because the dealer has to 
prosper before the wholesaler can. 


3 The wholesaler and his sales- 
men must make effective use of 
the tools provided by manufac- 
turers and associations for doing 
this training and developing job. 


4 The wholesaler and his sales- 

men must sell through the dealer 

not to him. 

From his experience in sales 
work, Shaw has learned a great deal 


HE WANTED TO MAKE MORE MONEY! 
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John 8. Sheu 


OF BIRMINGHAM 


An idealist, a cooperator, but 
beyond all, a salesman who 


knows his business and his trade 


about people and markets. He knows 
the folks in his own section. In 
fact, he was raised in Harriman, 
Tennessee, a small town in the Cum- 
berland Mountains. Then he went to 
the University of Tennessee where 
he received his degree in electrical 
engineering. Then to Chicago for a 
year with Western Electric, and he 
was transferred to Atlanta in the 
supply department. He sold for va- 
rious Graybar branches until he be- 
came Birmingham manager in 1925. 
And in ’29 he joined Moore-Hand- 
ley as head of their very active elec- 
trical department. 


Knows His Market 


So John Shaw knows a lot about 
these people his house serves. 
Further, he knows many of them 
intimately from his years of selling 
on the road. And so he enjoys sit- 
ting down with each salesman and 
studying his territory. If a salesman 
is overlooking good bets or spending 
too much time on accounts that 
aren’t worth that time and effort— 
all this comes up in these discussions 
with the boss. Shaw calls it his 
hobby, but it means more profitable 
selling just the same. 

As to other hobbies John Shaw 
also likes to watch his son whack 
a golf ball. For this young man 


is among the top flight amateurs 
around that part of the country. 
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of displays developed for this project. 


How an idea became ten tons of special displays, five industrial 


This picture of the Rochester house, with the exhibits in 
place, was taken before the opening. It shows the kind 


shows and two thousand interested guests 


COUPLE of years ago W. H. 

Bingham, Wesco’s New York 
District Apparatus Manager, and 
B. T. Tremaine, Sales Promotion 
Manager for the Central New York 
Division, decided that their industrial 
customers might like to know more 
about apparatus. They tried out 
their idea in the up-state territory. 
Two industrial customer meetings 
were held where new apparatus 
items were discussed and a few sam- 
ples shown. One hundred and 
fifty industrial customers attended. 


The Idea Hatched 


After the meetings those present 
were contacted, and asked specifi- 
cally whether the meeting had been 
of value, and whether future meet- 
The an- 
swer was a unanimous “yes”, to 


ings should be planned. 


both questions. Then these people 
were asked, “What should future 
meetings cover?” The replies 
showed that industrial people are 
interested particularly in motors and 
control, industrial lighting, wiring 
devices, transformers, ventilation, 
capacitators, switchboards and pan- 
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electronics, generators, 
meters, circuit breakers, sterilamps, 
line material, welding and elevators. 

The interest aroused by these 
first meetings prompted the decision 
to go ahead and do the thing right. 
So through the cooperation of 
Westinghouse E. & M. Co., General 
Cable, Bryant and Ilg, exhibits were 


elb« ards, 


designed to demonstrate new devel- 
opments in those lines the custom- 
ers wanted to know about. 

To present them effectively, five 
shows were held in the Rochester, 
Binghamton, Syracuse, Utica and 
Albany Wesco houses during Octo- 
ber and November of last year. 
These shows were a prelude to a 
series of customer meetings on mo- 
tors and control; lighting, ventila- 
tion and sterilamps; transformers 
and wiring devices; electronics, me- 
ters and instruments, now being 
held throughout the territory. 

In putting on exhibits of this 
kind, of course, the first requisite 
is plenty of space for the displays 
and those who come to see them. 


Each of the Wesco houses has a big 


appliance display floor. For these 


shows all other displays were 
cleaned out, and the whole area 
given over to the selected appara- 
tus. 

The second requirement is to get 
the customers in. This was accom- 
plished by planning well in advance, 
so that every Wesco manager and 
salesman in the territory would 
have time to contact and invite every 
one of their industrial customers 
and prospects. Letters were sent 
at the proper time to utilities, elec- 
trical leagues, technical and_ busi- 
ness clubs, engineers, architects, 
and to every key man whose em- 
ployees or associates could benefit 
from the exhibit. Announcement 
posters for plant bulletin boards, in-, 
vitation cards and, as the show date 
approached, last minute postcard 
reminders were distributed to every 
prospect and customer in the terri- 
tory. 

Counting The Gate 

As a result, 1415 plant engineers, 
buyers, contractors and architects 
came, registered, and stayed to look 
over the apparatus and equipment. 
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In a set-up arranged to compare bright- 
ness, light distribution and glare, three 
types of industrial fixtures show off to 
best advantage. 





Cut-away, high intensity, dust and vapor 
tight units reveal construction and demon- 
strate why they cost real money. 
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Also, some 600 students of colleges, 
technical schools and high schools 
in the territory were invited because 
many of them will later engage in 
technical fields that will make them 
potential customers. 


Some Highlights 


But the interest created by these 
exhibits is .reflected even more 
graphically by incidents than by 
statistics. In one city, an exhibit- 
ing manufacturer’s 
had for months tried unsuccessfully 
to show his line to an important 
architect. Imagine his shock when 
this man walked in, looked over the 
display, and spent 40 minutes going 
over the line. Again—in the motor 
and control display, an expensive 


representative 





These giant books, with a motor turning 
the leaves, tell the wiring device story. 
Sample devices are on the counter, to be 
handled, operated and inspected. 


Tomy "CSI INGHOUSE 
POWER SUPPLY To ORVEN he ng 


> - 
q 1 
. 





Everything works in this display of con- 
trol, motors, brakes and capacitors. And 
a power analyzer tells just what happens. 












“power-analyzer’’ was connected to 
show what happens in the motor cir- 
cuit when capacitors are applied 
under various load conditions. Two 
power analyzers were purchased 
right off the floor by plant men 
who came in and sold themselves. 
They saw how it really worked in 
this demonstration hook-up. 

The success of these shows proves 
again that industrial customers are 
vitally interested in apparatus and 
supply items. 
they will 


If given a chance, 

go out of their way to 
see them, handle them, and _ find 
out for themselves just how good 
they are and what makes them tick. 
And they will buy them from their 
wholesaler, if he is equipped to 
serve them intelligently. 


Two commercial units, alternately pre- 
sented by this novel rotating display with 
its oversize foot candle meter, are seen in 
graphic comparison. 





A unit heater, exhaust fan, utility blower 
and window filter-fan unit indicate the 
range of products for ventilation. 





more skilled and 


there’s a place for specialists like 
Joseph S. Freeman of the Allen 
Electric Company, Allentown, Pa., 
in concerns that want to do a worth- 
while job. This specialization has 
been forced by two factors. 
there is a trend towards homes of 
distinct design. Second, many inte- 
rior decorators and 
believe that fixtures went out with 


the Republicans. 


“To sell fixtures these days,” 
Freeman, “a man has to be more 


than a salesman. 


of light produced. 


use portable lamps 


lighting. 


“Tt all means that the wholesaler, 
with a home fixture line, must main- 
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Here's a combination of sales- 
man, artist and idea man. That 


is what fixture selling requires 


| pinay construction fell off in the 
late 20’s, many contractors and 
dealers maintained 
ture displays. And they did a job 
of so-called selling. This consisted 
of pointing out standardized fixtures 
for more or less standardized homes. 
Sut all that has changed. 
very few contractor-dealers 
adequate displays—if any. So whole- 
salers have to carry the stocks and 
show the lines. Selling has become 


He needs a con- 
ception of good design and a knowl- 
edge of where and when to place 
a fixture. In other words, he must 
be a salesman with an artistic sense. 

“People building period or type- 
homes, such as Colonial or English 
or Modern, want pieces that con- 
form to the architecture 
homes. One standard design of fix- 
ture cannot be used in all of them. 
And home owners are more inter- 
ested in appearance than the amount 
They can always 
for auxiliary 


By A. B. Conklin, Jr. 


tain a large, modern and diverse 
stock which the contractor can show 
to customers. So we have about 
1,000 units in our display rooms, 
all wired; so prospects can see the 
line and need not depend on their 
imagination. 

“Of course the style feature isn’t 
so important in the commercial and 
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i 
Joseph S. Freeman of Allen Electric 
Co., Allentown, Pa. 





A small section of the crystal room, with 
all pieces wired for proper demonstration. 
This adjoins the large general display. 


A partial view of the commercial display. 
Other rooms show Colonial, English, bed- 
room, kitchen, bathroom and porch units. 


industrial fields. “Here they want 
good looking pieces, but are primar- 
ily interested in adequate lighting. 
So it is a case of convincing this 
trade that better illumination with 
increase sales or production.” 

As manager of the lighting de- 
partment, Freeman does all purchas- 
ing, because he knows what will sell. 
But he spends the greater portion 
of his time out in the field contacting 
contractors, architects and builders. 

And by “contacting,” we don’t 
mean he is out with a portfolio of 
photographs under his arm trying 
to pick up orders. His job is mak- 
ing calls with his customers when 
necessary, and getting their pros- 
pects into the wholesale house to 
make their selection. After that the 
real selling is done. 

Freeman also works with archi- 
tects and builders, advancing design 
ideas and, where necessary, laying 
out complete wiring jobs from origi- 
nal plans. This is especially neces- 
sary when selling lighting for 
churches and __ institutions. For 
many of the lighting units in these 
buildings have to be especially de- 
signed, and that takes time—and ex- 
perience. When original sketches 
have been approved, Freeman turns 
the manufacturing job over to one 
of his suppliers. 

And so Freeman is also a good 
lighting man. He knows where and 
when to place a fixture. He is able 
to design original pieces. He is 
backed by a complete display room. 
And he’s a good salesman. 


THE WHOLESALER’S SALESMAN — January 1939 


eee neces ila 


meine! 


hom a mince se. ele cnt. 















9 





ce voc lita a lic a 








VARNISHED CAMBRIC e RUBBER POWER CABLES e BUILDING WIRE e 


r 
oa 
2 
° 

















The All Important Link between 
Power Source and Home and Factory 


Today. we live electrically—and literally millions of feet of 
wire and cable, to provide power for industry and current for 
home lighting and appliances, bear the Crescent name. For 
wire and cable to meet every electrical need, look to Crescent 
and its corps of qualified Electrical Wholesale Distributors and 
Sales Representatives throughout the nation. 


CRESCENT 
INSULATED WIRE (@ \ & CABLE CO. INC 
TRENTON, e) NEW JERSEY. 









Jobber iia Permanent Policy 


Atlanta— Baltimore — Boston — Buffalo — Chicago — Cincinnati — Cleveland — 
Detroit—Harrisburg—Indianapolis—Kansas City—Los Angeles—Minneapolis— 
New Orleans—New York—Philadelphia—Pittsburgh—St. Louis—San Francisco 


GZIGVS GAYOWNUVY © SAIGVS AVMMUVd GNV GASVONA-GVZ1 *© SGUuOO FIGIXTLI ¢ ZIaVS TYNSIS © SAYUIM 


CRESFLEX NON-METALLIC SHEATHED CABLE e SERVICE ENTRANCE CABLE « MAGNET WIRE e BARE WIRE 


CRESCENT ENDURITE SUPER-AGING INSULATION e WEATHER-PROOF WIRE 
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Trip Planning 
Pays 


Sell Bottlers 
and Brewers 


CONTINUED FROM PAGE 13 











CONTINUED FROM PAGE 9? 


necessary to plan for as much actual 
selling time as possible. Picking 
up routine orders does not get the 
required volume. So on strictly 
promotional work the assistance of 
group specialists from our company 
is needed, and it is up to me to 
make arrangements so that they can 
give this assistance to the best ad- 
vantage. I line up schedules before 
hand, and every so often take a 
specialist along. 

“The salesman’s car is his most 
faithful helper when it comes to 
conserving time and maintaining 
schedules. I see that it gets atten- 
tion regularly, and no guesswork. 
It gets its ‘ounce of prevention’ 
while on the road at certain garages 
where I know the work will be done 
properly. Servicing is always done 
at night. Every thousand miles a 
greasing and oil change, and every 
5,000 miles a check and light over- 
haul and nut tightening. 

According to Floyd, that’s all 
there is to it. But it adds up to this, 
He is doing a job because he uses 
his head. He makes a plan, and 
then works it. 


Wooden cases 
Sell an 


replacement motors. 
and kegs may be branded. 
electrically heated brander. 

Side by side with the bottling in 
breweries, there may be keg or bar- 
rel filling. Sell electrical heaters 
for the keg pitching machines. And 
sell electric meters. 

Sales methods are another thing 
most bottlers have in common. They 
are among the biggest users of elec- 
tric signs, neon signs, animated dis- 
plays, etc., in the world. Refriger- 
ated automatic dispensing cabinets 
are increasing in numbers very rap- 
idly. See the sales promotion man- 
ager. 

Brewers and bottlers are among 
the world’s largest users of motor 
trucks. These range from light 
station wagons for emergency use, 
to huge trailer outfits which make 
deliveries as far as 200 miles from 
the plants. With the trucks may 
be fleets of salesmen’s cars. See 
the garage superintendent. And pay 
especial attention to cleaning de- 
vices, as each truck is an advertise- 
ment on wheels. 

Some of the larger bottling plants 





HOW TO KILL A SALE 


SHAVED LAST NIGHT— GUESS 
| CAN GET BY. WILSONS 
1S AN OLD CUSTOMER 

ANYWAY 
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Brewing 
takes from 10 to 20 kw.-hrs. per 


make their own power. 


barrel brewed. A large part of the 
power plant load is steam for cook- 
ing and processing. 

Because the demands for heat for 
cooking and processing may be 
highly variable and abrupt, boilers 
are equipped with oil burners or 
blowers, to make them quickly re- 
sponsive. Sell controls and instru- 
ments. And since bottling plants 
sell to the public and must be good 
neighbors, sell combustion meters 
and smoke control devices. See the 
chief engineer. 

There also may be processes for 
handling and grinding malt and 
grains. If so, sell modern dust 
proof motors and controls. There 
is always room for a safer device 
here, for dust explosions are ter- 
rible. See the plant engineer and 
the safety engineer. 

For cooking and blending proc- 
esses, sell instruments and controls. 
The modern practice is to bank 
the instruments on panels so that 
many may be directly compared, 
instead of scattering them as the 
machines they serve are scattered. 
See the instrument man, if there 


is one, 


Sell Electric Heat 


And sell electric heat, for cook- 
ing, processing, drying out tanks. 
Immersion heaters are used. 

There is a tendency to vary proc- 
esses, and to use portable devices 
with fixed tanks, to make process 
changes easy. See the process en- 
gineer, and talk about how clean- 
able and adjustable portable de- 
vices are. 

Maintenance here is largely a 
matter of cleanliness. The elec- 
trician is always looking for devices 
which are more splash and moisture 
proof, more dust proof, and easier 
to clean. See him. 

Personnel titles differ. But there 
is always a buyer, and a master 
brewer or master process engineer, 
who are very important. The con- 
sulting engineer or consulting chem- 
ist should be seen if one is retained. 
And do not miss the electrician and 
the electrical contractor, for they 
have a lot to say about the devices 
for cleanliness, control and safety. 

And now, a word of caution 
Brewing is a most interesting study, 
but while pursuing it be careful. 
Don’t get too full of your subject. 
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f & ) get more business from a re 
tailer, we have to help him sell 
the stuff he already has. And it’s 
so easy to give advice and make 
suggestions that he hopes will move 
our goods, that our “help” gener 
let’s 
Talk is cheap, and free 
unless sound, 
most unfavorably against the giver. 


ally takes these forms. But 
not forget. 
advice, may react 

So, if a salesman’s advice is going 
to be really helpful to any retailer, 
and safe for the salesman to give, 
it must be based on accurate knowl 
edge of that particular dealer's busi- 
ness. Sefore we shoot off our 
mouths to a retailer about what we 
think he should do, we better study 
his methods to find out just where 
he most needs help. 

One wholesaler’s salesman I know 
has a plan for collecting the back- 
ground information he needs on any 
particular dealer’s operation before 
venturing helpful suggestions. His 
is a five part plan, and it works: 


The Five Steps 


First, he analyzes a_ retailer's 
stock and his buying practice. The 
two are closely related. Not that 
he does any sleuthing, or sticks his 
into the’ back room, but like 
every salesman, he frequently has 


nose 


to wait before he can see the buyer. 
So he makes a complimentary com- 
ment on the appearance of the store 
or on some display, and then asks 
if he may look over the stock while 
he’s waiting. He quickly scans the 
visible stock, and then, if he knows 
the dealer well, goes out back or 
down cellar and checks the reserve. 

If he doesn’t know the dealer well 
enough for this, he tries to get the 
dope on the reserve from a clerk or 
other employee. What he wants to 
know is whether the dealer is carry- 
ing stock that’s well adapted to the 
class of trade in this particular 
neighborhood. He finds out whether 
this stock is well-balanced, if there’s 
too much of this or too little of that, 
and whether the stock is as complete 
as it ought to be. 

Second, this lad analyzes the re- 
tailer’s sales and promotion methods 
to determine 
overstock of 
really be the 


whether an apparent 
item 
result of poor mer 
chandising or unskilled selling. “If 
you think while you look,” he told 
me, “by noticing the store’s lay-out, 


some may not 
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How te 


GIVE ADVICE 


Your dealer may follow your sug- 


gestions—so be sure they are sound 


By Paul Brown 


the arrangement of stock, and the 
point-of-sale advertising, you can 
get a pretty good idea of where the 
mistakes and 
improve 


retailer is making 


where you can suggest 
ments.” 

A third way to get 
on the efficiency of a retailer’s sales 
sales 


interviews. ’ While 
you are waiting to see the proprie 


information 


operation is to listen in on 
This is easy. 
tor, or while you are looking around 
his store, it’s a cinch to place your 
self so that you can overhear the 
conversation between the clerk and 
a customer, or, for that matter, be 
tween the owner and a 
if the owner does some selling him 


customer, 


self, as is generally the case. Notice 
what he says and how he says it 
Mut of the 


watch what he does. Notice whether 


corner of your eye, 


he gets at the customer’s reasons 


sales talk 

Does he 
answer questions and handle objec 
tions intelligently? Does he make 
effort to close? You 
a lot about a dealer's 


for buying. Does his 


appeal to those reasons? 


an effective 
can find out 
sales practice by “listening in” on a 
sale. 
Then 
from a 


fourth, you can wangle 


clerks 


on the 


dealer’s plenty of 


de ] eC 


practice in handling customers. For 


informative store’s 
example, tell a clerk about a lost 
sale observed in the last store called 
on, and ask the clerk’s opinion as 
that sale should have been 

Then it’s easy to encour 


to how 
handled. 
age the clerk to talk about his own 
What the clerk tells 


gives you a 


sales methods. 
frequently chance, 
without implying any criticism of 
the employees to suggest to the 


(Continued mn page DSF ) 
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MATTER OF TASTE 


oe at a soda foun- 
\J tain, watch how deftly the 
operator arranges a slice of orange 
on the edge of the glass. It is a 
bit of trouble. It may mean noth 
ing to you. But he knows a lot 
of people like it that way. There’s 
a thought in it for wholesalers’ 
salesmen. 
“National 
are as uniform as chocolate or ma 


\ ° 
promotion programs 


raschino cherries—they have _ to 
be’, says Gilbert S. Crum, sales- 
man for Westinghouse Electric 
Supply Co., Tulsa, Oklahoma. “The 
job for the wholesalers’ salesman 
is to trick them out and make them 
individual for his trade.” 

Crum believes that the dealer is 
a person, and likes to have his 
tastes and _ feelings recognized. 
Many a night he sits in the office 
with a long black pencil re-doing 
an advertisement or a plan to make 
it suit some of his customers a 
little better. 
how he works out a week’s ideas. 

Dealer No. 1 likes 


spectacular. 


For example, here’s 


something 
Crum’s house has 100 


warming pads that are obsolete 


26 


So he lays out an adver- 
tisement with “Now is the time to 
Westinghouse warming 


models. 


buy a 


‘ pad”, which shows a clock, with a 


bell striking. At a price of $2.95 
the dealer should 


he thought. 


get quick action 
This particular store 
has a central pillar around which a 
nice display could be made. 

Dealer No. 2 is ultra conserva- 
tive. He wishes to make a long 
profit on anything he sells. Crum 
has learned he likes refined decora- 
tion, something unique but not 
spectacular. A display of small 
appliances should go over with him. 
especially with numbers permitting 
a long discount. 

Dealer No. 3 has outside sales- 
men. He wants something that 
Gilbert 
has thought up an idea of a $50 
prize for the best letter on why 


will get them in homes. 


the housewife likes Westinghouse 
refrigerators. He proposes that 
the dealer send a refrigerator on 
trial to those who wish to compete 
and don’t have 


refrigeration, so 
HE WANTED TO MAKE MORE MONEY! 
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Gilbert Crum 
in action 





He flavors standard 
national promotions to 


suit his own customers 





By 
Tom Blackburn 


that those housewives can get ma- 
terial for the letter. Chances are 
that this promotion will sell 50 re- 
frigerators in a month, and should 
be liked by the dealer. 

Dealers 4 and 5 do not mind 
promoting whatever the 
proposition is. 


national 
As a result, Crum 
does not plan anything special for 
them. 

For Dealer No. 6 Crum has the 
idea of getting the dealer to put 
up prizes for his salesmen. He 
does not want to offer money, but 
will give as prizes a watch, one 
shoe, one sock, a vest. 
to let the dealer’s salesmen win 
themselves suits of clothes. It’s a 
twist to give a man only 
part of a costume for his sale, and 


i le proposes 


funny 


egg him on to do better for the rest. 
Cost will be not over $2.50 per 
refrigerator sold. When he pre 
sents the contest idea in dramatic 
fashion if it does not click at once 
he will withdraw it. 

Gilbert Crum has another trick 
up his sleeve too. In addition to 
individualizing deals for his _ five 


(Continued on page 54) 
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The refrigerator show room, where Wal- 
roth planned his sales promotions 





C. W. Walroth 


‘ea meatiest “How I Do It” 
sales story I ever ran across | 
dug out of C. W. Walroth, sales 
representative for Moser-Keller, 
Inc., former Norge Distributors in 
Kansas City. 

Walroth is a first national winner 
three times in succession in Norge’s 
“Man of the Month Club.” This 
top-flight sales group Cc msists of dis 
trict 
was 


salesmen whose membership 


won on their volume of sales, 
and on promotion ideas which they 
To date, 


rect rd 


developed to achieve sales. 
Walroth holds his unique 
alone in competition with several 
hundred wholesalers’ salesmen. 

The other day in my office he re- 
lated this dramatic experience. It 
shows how he builds his own sales 
by moving electrical appliances for 
the dealer. 

“IT walked into the office of the 
largest dealer in my territory,” he 
said, “in a town of over 75,000 pop- 


ulation last January. As I was on 
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THE DEALERS STOCK 


C. W. Walroth, three time winner of the Norge award, fells 


how he increased his best dealer's volume over 60 per cent 


By Dev Thatcher 


commission the situation looked 
] 
i 


tough when he showed me a soli 


carload of major appliances dis 
played unsold on his sales floor. 

“*It looks bad, I know,’ he com 
mented, ‘but I’m getting my share 
of the business according to my in 
formation on what other dealers are 
doing.’ 

“But you must not gear your bus! 
ness to the speed of competitors!’ | 
exclaimed. ‘They may be going at 
a bankruptcy pace. You must set 
your own goal and achieve it.” 

“*Yeah—It’s easy for you birds 
to come in and tell us what we ought 
to do. But doing it 
stuff out, is something else again.’ 

“T could see that | must move his 
stock for him before I could sell him 
any more. So we had an intimate 


‘moving this 


chat regarding his merchandising 
affairs and analysed his method of 
found 
set-up good, but needing more sales 


men and more merchandising meth- 


doing business. | the sales 


ods. 
“T worked out a 
plan rather automatic in its action. 


merchandising 


It was simple, as all good plans 
should be. But it well 
I no longer had to search for pick- 


HE WANTED TO MAKE MORE MONEY! 


worked so 


of-the-crop salesmen, for they cam 
wanting to work under our banner 
and our plan. 

“The 


dealer’s interest, and fire him with 


simplest way to secure a 


enthusiasm, I’ve found, is to explain 
To do 


th's, I break it down into its proper 


the dealer’s quota to him. 


component parts, and show the ap- 
proximate net profit on each unit. 
This break-down divides the yearly 
quota into a quota for each month. 
This gives him also an interesting 
monthly profit picture. 

“All right,’ he 


stand I’m to move out an average of 


says, ‘I under 
thirty refrigerators, ranges and other 
appliances a month. But 
what I want to know is HOW TO 
DO IT.’: The 
exasperated at this stage. 
asperated with himself. 
know it. 

“Then I explain two selling rou 
tines: (1) 


major 
dealer is usually 
He’s ex 
But doesn’t 


How to use the user, and 
(2) how to get prospects. 
“Salesmen were sent to users, fo: 
example, of refrigerators with an 
oil can and brush. Knocking on the 
back door, each asked the prospect 
long it had 
refrigerator had been cleaned and 


oiled. 


how been since his 


Very few had been recently 


(Continued on 


page 9) 











Annual Markets 
In Chicago 


From the 8th to 21st of this month 
thousands of buyers from the entire 
Midwest will be in Chicago to see what’s 
new in electrical appliances. The cab- 
bies will have a banner time for the 
whole show isn’t under one tent. And 
at one time or another all the buyers 
will get to the Stevens Hotel, the Mer- 
chandise Mart, the Palmer House and 
the Furniture Mart. 

At the Stevens they will see the prod- 
ucts of some 61 manufacturers. Twenty- 
six displays will hold their attention 
at the Furniture Mart. Then at the 
Palmer House they can see and hear 
the stories of 11 appliance makers. And 
at the Merchandise Mart they can spend 
lots of time seeing 71 other exhibits. 


Philco Buys 
F-M Refrigerator Div. 


Philco has bought the refrigerator 
division of Fairbanks, Morse & Co. 
Philco will continue to operate the 
plant at Indianapolis which was used 


by Fairbanks, Morse. 


Washington Ends 
Range Campaign 


The Flameless Cooking P.A. Range 
Campaign which was sponsored by The 
Electric Institute of Washington, D. C., 
with the 
dealers and 


cooperation of wholesalers, 
Potomac Electric Power 
was concluded on December 1. It 
started October 3 and during those two 


WITH THE APPLIANCE PEOPLE 





months the industry averaged 289 sales 
per month as compared to an average of 
184 during the other nine months. 

A heavy advertising program was 
carried on and all sales and promotional 
efforts stressed the advantages of elec- 
tricity over other types of cooking fuels. 

Dr. G. W. Allison of the Modern 
Kitchen Bureau talked at the final meet- 
ing on December 1. And that evening 
prizes were awarded to retail salesmen 
who did the most successful selling dur- 
ing the campaign. 


Apex Appoints 
Two Vice Presidents 


G. B. Schuyler has been appointed 
executive vice president of the Apex 
Electrical Mfg. Co. and S. W. Taylor 
has been made vice president in charge 
of plant operations. Schuyler had been 
vice president and general manager of 
the Apex Rotarex Mfg. Co., the sub- 
sidiary company at Oakland, Cal. Tay- 
lor was with Nash-Kelvinator where he 
was director of standards. 


Roaster Campaign 
Throughout Year 


The electric roaster group of NEMA 
is cooperating with the Modern Kit- 
chen Bureau in carrying on a sustained 
electric roaster campaign throughout 
the year. Swartzbaugh, Nesco, Proctor, 
General Electric and Westinghouse 
are the manufacturers participating. 

The campaign will get under way 
next month when a Plan Book outlin- 
ing details and suggesting local tie-ins 
will be sent to dealers and distributors. 





LINED UP with the Thor washer-ironer are O. E. Crites, eastern district mana- 
ger for Hurley; J]. L. Owen, general manager of E. B. Latham & Co., New York 
distributors; E. N. Hurley. Jr., Hurley president; and Earle Latham, secretary of 


E. B. Latham & Co. 
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RANGE MEN. Bruce Fleming, execu- 
tive secretary of the Electric Range 
Division of NEMA; Reese Mills, chair- 
man of the NEMA electric range sales 
committee; and W. A. Grove, chairman 
of the advertising committee, discuss 
the 1939 range campaign. Advertising 


will feature “fast, clean, low-cost cook- 
ing.” 


Window banners, counter cards, news- 
paper ads, radio spot announcements, 
ads in McCalls, Saturday Evening Post 
and Woman's Home Companion will 
all be used to help sell roasters to 
American housewives. A sales training 
booklet will also be available for dealer 
salesmen. 


Washer, Ironer 
Show In Chicago 


Washer and ironer manufacturers are 
holding the first National Washer and 
Ironer Show at the Stevens Hotel, Chi- 
cago, from the 8th to the 14th of this 
month. Some 24 members of the Amer- 
ican Washer and Ironer Manufacturers’ 
Association are cooperating with dis 
plays. 

The show committee consists of <A. 
H. Labisky of the Barton Corp., John 
M. Wicht of General Electric and L. | 
Shawber of Westinghouse. 


New Home 
For Kisco 


The Kisco Company, St. Louis, man- 
ufacturer of ventilating and air con- 
ditioning equipment, is now located in 
a new building at 39th and Chouteau. 
This is the fourth expansion for the 
company since J. W. and William L. 
Kisling founded it in 1928. 

The plant, located in the industrial 
district, contains 35,000 square feet of 
space. The first floor is used for gen- 
eral manufacturing. The second houses 
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vans 


the offices and a light manufacturing 
department and the third floor contains 
mailing and recreation rooms, the bil- 
ing department and space for warehous- 
ing. 


1939 Lines 
Unveiled by Kelvinator 


Some 350 distributors and salesmen 
met in Detroit’s Masonic Temple for 
two days last month to view Kelvin- 
ator’s refrigerator, range, washer, 
ironer, water heater, stoker, oil burner 
and air conditioning lines. This year 
marks Kelvinator’s 25th year in the 
electric refrigeration business, so the 
“Silver Jubilee” refrigerators were fea- 
tured at the convention. 

Henry W. Burritt, vice president in 
charge of sales, was chairman of the 
meeting. He introduced George W. 
Mason, president, and the heads of each 
division, who discussed the 


plans of 
their respective departments. 


Refrigerator Men 
At San Francisco 


On Saturday and Sunday, December 
10 and 11, the Pacific Coast Refriger- 
ator Jobber’s Association gathered at the 
Whitcomb Hotel, San Francisco, with 
President Peter H. Askew presiding. 
According to Secretary C. F. Pratt, 
this meeting was the forerunner of the 
first all-industry Refrigeration and Air 
Conditioning exhibition and convention 
to be held at the Stevens Hotel, Chi- 
cago, this month. 


Sam Vining 
On The Air 


Sam Vining of Westinghouse, known 
as the “Red Suspender Philosopher” 
and “The Will Rogers of the Electric 
Industry,” is now on Station WOWO, 
Fort Wayne, Ind., with “Sam’s Sales 


Slants”’. 
a sales school which Westinghouse is 


directing to dealers and their salesmen. | 
Vining, and his straight-man, John 


Sackett of the station staff, go on the 
air at 8:45 each Tuesday morning in 
time to catch dealer and distributor sales 
meetings. The radio sales school will 
be timed with activities and promotions 
of the company. 


Birge Heads 
Telechron Advertising 


John Birge has been named adver 
tising manager for the Warren Tele 


chron Co. He was in the same ca 
pacity for General Electric’s Home 
Bureau. William H. King, Jr., who} 


has been in the department ‘for the past 


nine years, becomes assistant manager. | 


Northern Electric 
Opens At Victoria 


The Northern Electric Co. has opened 
a branch warehouse on Yates St. in 
Victoria, B. C. This branch is under 
the supervision of George Bresco, Van- 
couver Island manager. 


Washers At Million 
For Sixth Year 


In 1938, washer sales hit the million 
mark for the sixth consecutive year. 
This cheerful report comes from J. R. 
S3ohnen, executive secretary of the 
American Washer and Ironer Manufac- 
turers’ Association. And just as pleas- 
ant is the fact that only 8 per cent of 
them listed at less than $40.00. Of the 
total sold, 77 per cent retailed at $50.00 
or more. 

And it is felt that in 1939 the indus- 
try will top the all-time high of 1936 
when 1,909,416 washers and ironers | 
were sold, 


| 





THOSE WINDOWS should be put to work telling the electrical story. 
Poitras of Morley Brothers, Saginaw, Mich., is in agreement. 
up this window and wouldn’t be suprised if it runs in the money in the Silex 
Golden Harvest display contest. 


And Jim 
He recently rigged 
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THE TRADE 


SPOT-BEAM 








This is the new low priced 
version, of the concentrated 


beam bed lamp that is 
sweeping the country by 
storm. 

The perfect bed lamp .. . 


SPOT-BEAM lights the book 
only, and allows drowsy 
spouse to sleep in darkness. 








SPOT-BEAM 
BED LAMP 
Model No. 1240 


Write today for details 


MITCHELL 
MFG. COMPANY 


1550 Dayton St., Chicago, Illinois 


NOTE: Mitchell Concentrated Beam Bed Lamps are 


fully protected by U. S. Patents No. 109,1/9— 
109,509—111,577. 
BEWARE OF INFRINGEMENTS! 
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' APPL ance? 





PRODUCTS 
TO SELL... 
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FEATURES . . . Self-starting motor en- 
closed in modern case. DETAILS ... 
Case covered in maroon color, genuine 
Morocco grain leather. Numerals are 
Burgundy color on a cream background. 
Called "Cordova". Lists at $12.50. 
MADE BY .. . Warren Telechron Co., 
Ashland, Mass. 


RADIOS 





FEATURES Especially ccmpaci 
through the use of small oktal tubes. 
These tubes have no base, some of them 
measuring only 2%” high. According to 
maker, tubes consume only half the fila- 
ment current normally used in small size 
compacts, thereby reducing heat gene- 
rated. DETAILS ... Five sets in I'ne, all 
are five-tube superheterodynes. Called 
"Transitone'’ models. Plastic cabinets in 
brown, ivory and brown and amber are 
included. Electric push-button tuning for 
five stations. MADE BY .. . Philco Radio 
& Television Corp., Philadelphia. 








FEATURES .. . Self-contained, portable, 
e.ectrostatic air cleaner. Precipitron room 
unit especially designed for relief of hay- 
fever and pollen-asthma sufferers, but 
also applicable for general air cleaning. 
DETAILS . . . Operates from 115-volt 
outlet drawing about 80-watts, and cir- 
culates 240 cubic feet of air per minute. 
Can draw in air from outside or recircu- 
late room air. MADE BY . . . Westing- 
house Electric & Mfg. Co., East Pitts- 
burgh, Pa. 





TABLE RADIO 


A 


TERETE LEE 


FEATURES . . . Eight models in line, 


available in six color combinations and 
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been late 


“Elmer hasn't ic shaver.” 
since he boug 


ht his electri 


all are housed in molded plastic cabi- 
nets. DETAILS . . . Cabinets are 8” 
wide, 47%” high and 4!/2” deep. The 
set has five metal tubes, electro-dynam'c 
speaker, automatic volume control and 
built-in antenna. Operates on a.c. or 
d.c. Covers 49-meter foreign short wave 
band as well as domestic, police, avia- 
tion and amateur Cabinet has 
illuminated dial, volume control incorpo- 
rating an on-off switch, and louver-type 


calls. 


horizontal speaker grille openings on 
front. Called “Little Nipper’. MADE 
BY . . . RCA Mfg. Co., Camden, New 


Jersey. 


REFRIGERATORS 











FEATURES . . . Cabinets of one-piece 
construction, electrically welded into 


complete unit. Rock wool insulation 


sealed in. Cabinet is streamlined and 
finished in white Dulux. Interior light- 
ing. DETAILS . . . Hermetically sealed 


mechanism. Evaporator set off by 
radio-type temperature control of blue 
Tennite and provides 18 different tem- 
perature adjustments. Shelves remov- 
able, with one shelf hinged for storage 
of tall bottles. Fast-freeze compartment 



































WHAT DO YOU 
KNOW ABOUT 
THOSE NEW 
DIEHL 
“JUNIOR” FANS? 











WHAT IS THE 
STORY ABOUT 
DIEHL AIR 
CIRCULATORS? 

































IN DIEHL 
ATTIC 
VENTILATION? 
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CAN YOU GIVE 
ME THE FACTS 
ON THE 
ENTIRE DIEHL 
FAN LINE? 
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A ma 
FIFTY YEARS OF LEADERSHIP IN FAN DESIGN AND 


This new DIEHL Fan Catalog, illustrated with large real- 
istic fan pictures and pages of selling specifications, 
points the way to outstanding profit opportunities. In this 
complete DIEHL Fan Line there are available smart look- 
ing, efficient and reasonably priced DIEHL Fans for 
almost all types of application ... fans that are built to 
create lasting aood-will and satisfaction ... fans that offer 
unprecedented opportunities for increased sales volume. 


Added to this, is a series of colorful attention-getting 
dealer selling helps to attract buyers—to help make sales 
with profits for DIEHL Fan Dealers. Return the coupon 
today for your copy of the DIEHL Fan Catalog or ask 
your wholesaler for full information and prices on the 
DIEHL 1939 Fan Line. 


DIEHL MANUFACTURING COMPANY 


Electrical Division of 
THE SINGER MANUFACTURING COMPANY 
Elizabethport, N. J. 
Atlanta Boston Chicago Dallas New York Philadelphia 


Ye. 


MANUFACTURE 


—_- — — A Size and Tyme for Every Need — —_ — 
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placed in evaporator. Non-refrigerated 
storage bin in lower part of cabinet. 
Deluxe types, with 4!/2, 5!/, and 6!/, 
cubic feet capacities. MADE BY ... 
The Crosley Corp., Cincinnati. 





IRON 








cially designed for 10, 20, and 40 meter 
bands. The 80 meter and standard 
broadcast bands are also covered. DE- 
TAILS . . . To reduce antenna's length 
from 70 to 40 feet when doublet is tuned 
to 40 meters, bakelite-housed loading 
coils are incorporated in kit. MADE BY 
. . « Technical Appliance Corp., 17 East 
16th St., New York. 


ROASTER 


















































FEATURES . . . Heat indicator covered 
with heat proof glass. DETAILS .. . 
Round heel simplifies backward ironing. 
Chromium plated. Mahoganized handle. 
Watts, 650. Weighs 6 pounds. Cata- 
logued as No. E739. MADE BY... 
Landers, Frary & Clark, New Britain, 
Conn. 


SPOTLIGHT 





















































































SELLING 












'APBLIANCE? 





FEATURES .. . Spetlight for both indoor 
and outdoor use. Uses PAR-38 Mazda 
projection bulb. Color filters of Pyrex 
can be clipped on. These available at 
slight extra cost. DETAILS . . . Chrome 
plated and fully adjustable so beam can 
be directed to various locations. Porce- 
lain socket and 8-feet approved cord 
and plug. Catalogued as No. 1900. 
Lists at $3.95 without bulb. MADE BY 
. . « Mitchell Mfg. Co., Chicago. 





ANTENNA SET 
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FEATURES . . . Doublet construction for 
maximum noise reduction, tuning doub!et 
to frequencies most commonly used to 
insure maximum signal strength. Espe- 






















FEATURES . . . Roaster has broiler- 
griddle attachment. DETAILS . . . Com- 
plete with lifting and baking racks, three 
covered vegetable pans and roasting 
pan in choice of aluminum or vitreous 
enamel. Cooking temperatures from 150 
to 550 degrees. "On" and "off" switch 
has signal light. Heating elements of 
nickel-chromium resistance wire. Handles 
and control knob of black Textolite. Body 
finished in cream baked enamel. Has 
18.2 quart capacity. MADE BY ... 
General Electric Co., Bridgeport, Conn. 


VACUUM CLEANERS 








FEATURES .. . Both are 14-inch motor 
driven brush cleaners. DETAILS ... No. 
12 standard weighs 12 lIbs., 3 oz. Has 
high-to-low nozzle adjustment. Large 
opening in bag. Lists at $29.90. No. 14 
deluxe has powerful motor with bearings 
grease-packed requiring no further lubri- 
cation. Floor light. Built-in radio inter- 
ference eliminator. Five-position nozzle 
adjustment. Lists at $39.75. MADE BY 
. . . Hamilton Beach Co., Racine, Wis. 





FLASHLIGHT 





FEATURES . 
material. Not affected by corrosion from 
battery electrolyte or oil, water, etc. 
Switch and contact strip removable for 
cleaning or repair. DETAILS . . . Oc- 
tagonal head prevents rolling. Unbreak- 


. . Constructed of plastic 


able lens. Red translucent lens ring 
shows when light is left burning. Spare 
bulb holder in end cap. Lists at $1.85 
less batteries. Catalogued as Industrial 
No. 1616. MADE BY .. . Bright Star 
Battery Co., Clifton, N. J. 





INTERCOM SYSTEM 


FEATURES ... For service between one 
master station and several outlying sta- 
tions where it is not necessary for out- 
lying posts to communicate between one 
another. Master station has molded 
Bakelite case with 3” permanent mag- 
netic dynamic cone speaker. "Call" and 
“Talk'’ button and selector indicator on 
side of case with easily read numbers. 
Units furnished in portable or flush types. 
Called Centerphone System. MADE BY 
. . . Connecticut Tel. & Elec. Corp., 
Meriden, Conn. 


PORTABLE SOUND SYSTEM 





















FEATURES . . . System includes two loud- 
speakers, velocity microphone and a 1|2- 
watt amplifier in one case. DETAILS 
. . « Permanent field dynamic loudspeak- 
ers, each supplied with 24 feet of cable. 
Amplifier unit is removed from the two- 
piece carrying case when in use, permit- 
ting these parts to be used as baffles for 
speakers. Operates on 110-volt, 50/69 
cycle current. Amplifier uses five metal 
tubes. Case is 21'/2” high, 11” deep 
and 1634” wide. Lists at $149, FOB 
factory. MADE BY .. . RCA Mfg. Co., 
Camden, N. J. 
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To Help You 
»+.ee Plan 
... specify 
Requisition 


and 
BUY 


© @ @ @ Contains a com- 
pletely revised classified 
index of manufacturers, 
company and trade names, 
and manufacturers’ product 
exhibit section —all cross- 
indexed so that you can 
quickly find the answer to 
your buying problems. 
Sturdily bound in stiff cloth 
covers for hard usage. 

Use your copy throughout 
1939 to save time and money! 





ELECTRICAL BUYERS REFERENCE 


ELECTRICAL CONTRACTING EDITION 


McGRAW-HILL PUBLISHING COMPANY 
\ 330 WEST 42nd STREET, NEW YORK, N. Y. 





PRODUCTS \ 
TO SELL... | 


SUPPLIES AND EQUIPMENT 
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FLUORESCENT REFLECTOR 





FEATURES . . . Patented feature enables 
units to be interconnected in numerous 
patterns and combinations. DETAILS... 
Trough-like channel is provided with at- 
tractively designed end caps. Auxiliary 
or transformer equipment housed in 
channel. Sections made in various 
lengths to accommodate 18”, 24” and 
36” lamps. Section is heavy gauge steel 
finished in satin chromium. Reflector in 
shape of double parabola to prevent re- 
directing light back through lamp, has 
white baked enamel surface. Single 
units supplied with toggle bolts for ceil- 
ing mounting and an adapter for stud 
mounting. MADE BY ... The F. W. 
Wakefield Brass Co., Vermilion, Ohio. 


FLOODLIGHT 





FEATURES . . . Open type 750-1000-1500 
watt floodlight. DETAILS . . . Finished 
in Alzak and available in both specular 
and diffused surfaces with beam spreads 
ranging from 15 degrees to 100 degrees. 
Bracket assembly and wiring provisions 
make for simplified installation. Can be 
furnished with heat resisting lenses, clear- 
plain, 30 degree spread or diffusing. 
Glare shields and spill light reflectors 
available. MADE BY ...S & M Lamp 
Co., 119 W. 36th Place, Los Angeles. 


————- FLUORESCENT REFLECTOR 





FEATURES . . . Industrial reflector de- 
signed for use with fluorescent lamps. 
For concentrating “daylight on working 
plane. DETAILS . . . Made of heavy 
gauge steel electrically welded together. 
Auxiliaries and lamp holders are mounted 
on heavy flanged plate, held in place 
in reflector shell by fixture loops. Re- 
flecting plate is separate and held by 
snapping into place. Various sizes 
available from single 18-inch lamp unit 
to 36-inch double lamp unit. Designed 
so can be butted together. MADE BY 
. .. Frank Kelley, Inc., Elkins Park, Pa. 





MOTOR 





FEATURES ... 
motor for various high speed applica- 
tions. DETAILS High precision, 
grease-sealed ball bearings are mounted 
in steel sleeves molded in the aluminum 
housing. Preloading springs eliminate 
end play and compensate for wear, Line 
leads are not brought outside motors but 
to two-pole male connectors mounted in 


Fractional horsepower 
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housings. Universal type. Cooled by 
internal fan. Type "“W" weighs 7 Ib., 7 
oz.; Type W2 weighs 8 Ib., 12 oz. MADE 
BY ... The Dumore Co., Racine, Wis. 


FLUSH PLATES 








FEATURES ... Plates made of .040-inch 
thick steel, with an insulating lacquer 
finish which resembles plastic. DETAILS 

- Multiple coating of baked-on in- 
sulating enamel. Available in all popu- 
lar openings and combinations. 
Called "Brown-X" and “Ivory-X". The 
“Chrome-X" plates are of stainless steel, 
same thickness. MADE BY .. . The Bry- 
ant Electric Co., Bridgeport. 


ELECTRIC POURING LADLE 





FEATURES ... Electric pouring ladle for 
solder, with supporting stand. Pouring 
may be done without removing ladle 
from stand by turning handle to tip 
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PRIVATE INTERIOR 
TELEPHONE SYSTEMS 


and ‘**The Story of Horatio A. Smart”’ 
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INTERCOMS (upper 
left) Common-talking, se- 
lective-ringing systems in 
capacities of two to eleven 
stations. Beautifully de- 
signed, and durably con- 
structed for long, faithful 
service. Operate from dry 
cells or battery eliminators. 


SERV-U-FONES At- 
tractively priced common- 
talking systems in capaci- 
ties of two to ten stations. 
Conveniently packaged, 
simple to install. Dry cell 
operated. 











AUTO-COMS' (upper 
right) Deluxe intercom. 
systems, providing selec- 
tive talking and selective 
signaling service for a 
maximum of ten stations, 
and up to five connections 
at one time. No auto- 
matic switchboard needed. 


P-A-X’S__ Private Auto- 
matic Exchange systems, 
available in all capacities. 
Use standard automatic 
telephones and provide 
for a variety of special 
communication services. 


AUTOMATIC < ELECTRIC 





Horatio A. Smart is in the electrical game. 


One day he said to himself "Horatio, you're not getting as much 
money out of your business as you should. Why don't you get 
excited about some really worthwhile item that has plenty of 
appeal and then put your whole 159 pounds behind it. Push 
something that every office, shop, factory and home can use, 
something that will save time, steps or money, something that 
folks will thank you for recommending." 


Then, all of a sudden, it came to him. "Of course," he cried, 
"| must have been sound asleep, 
| should be selling Private In- 
terior Telephone Systems.’ (Go- 
ing into action.) ‘Where's that 
Automatic Electric Company 
catalog?" 








Well, the result was that Horatio 
promptly arranged to sell telephone systems and, he'll tell you 
himself, he's now got his cash register jingling like a runaway 
sleigh horse. 


The moral to this tale is this. You, too, whether you are a dealer, 
jobber or contractor, can be cashing in on the popularity Auto- 
matic Electric Company has 
built up for Private Interior 
Telephone Systems. Profit by 
the fact that people are com- 
munication conscious — aware 
of the countless advantages of 
intercommunicating facilities— 
and that they are in the mood 
to buy. Go after this business—we'll help you! 





Automatic Electric has been making both public and private 
telephone systems for over 40 years—making equipment to 
satisfy every requirement. Shown here are four of the many 
types of private systems available. Our field representative 
will be glad to supply you with literature, prices and discounts 
as well as to work with you on particular jobs. Call on him. 


PRIVATE INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Illinois 


Sales and Service Offices in Principal Cities bd In Canada: Canadian Telephones & Supplies, Limited, Toronte 
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the pot. Ladle can not tip otherwise 
due to spring action of stand gripping 
the end lug of cup with enough pressure 
in parallel grooves to maintain upright 
position. DETAILS . . . Rated at 200- 
watts, 115 volts. Capacity is I'/2 Ibs. 
of solder. Pot is of cast iron. MADE BY 
. . « Vulcan Electric Co., Lynn, Mass, 


———— VAPORPROOF LAMP GUARD 














FEATURES . .. For use on portable or 
extension lights in hazardous locations 
where inflammable gases, liquids or ma- 
terials are present. Bulb and connec- 
tions are sealed airtight. DETAILS... 
Eight heavy wires and two interlacing 
bands, all of hard brass, form cage. 
Hook of same material is screwed into 
top of cage. Globe is Pyrex glass 1” 
thick. Handle is fire-resisting and break- 
proof Insurok. Socket is 660-watt, with 
spring contact, and is made of composi- 
tion material. No. 3005 (illustrated) is 
for lamps up to and including 100-watts. 
No. 3002 is for lamps up to 60-watts. 
MADE BY .. . McGill Mfg. Co., Val- 


paraiso, Ind. 





——NDIRECT LUMINAIRE 


&S 





FEATURES .. . Totally indirect aluminum 
lighting unit specifically designed for use 
with medium Bi-post lamps. The spread 
distribution of light from Bi-post lamp 
is used to full advantage by special re- 
flector design so luminaire is also effec- 
tive for low ceiling heights. DETAILS 

. Aluminum canopy is supported by 
a knurled ring on hickey. Basin consists 
of outer and inner aluminum reflectors, 
both having semi-diffuse reflecting sur- 
faces. Basin suspended from hanger on 
three steel rods. Removal of any one 
rod facilitates cleaning or relamping. 
Type ‘'MB". Two sizes available: for 500- 
watt or 750-1000-watt lamps. MADE BY 
. . . Westinghouse Elec. & Mfg. Co., 
Lighting Div. 
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FLUORESCENT STRIP 








FEATURES . . . Consists essentially of a 
raceway base and cover. Auxiliary 
clamp designed to hold any standard 
thermal type auxiliary coil securely in 
raceway. With this coil in place, race- 


way has ample room for 10 No. 12 R. C. 
conductors. DETAILS ... Base of strip 
provided with wood screw knockouts lo- 
cated on approximately 8-inch centers. 
Knockouts for '/2” and 34” armored 
cable or conduit connectors are pro- 
vided on 8-inch centers. Snap-in clamp 
for holding standard fluorescent lamp 
receptacle securely in channel. MADE 
BY ... The Wiremold Co., Hartford, 


Conn. 


WINDOW REFLECTOR 








FEATURES .. . Especially designed for 
illumination of low, medium, or deep 
show windows where merchandise is 
trimmed high. DETAILS ... The round, 
seven-inch diameter bottom opening fa- 
cilitates flush mounting. Combines mak- 
er's Lite-Flo stipple and silvered glass 
construction. Uses 100-watt lamps. Com- 
plete with holder. Catalogued as No. 
704. MADE BY ... Sterling Reflector 
Co., 1431 W. Hubbard St., Chicago. 


SAW 








FEATURES ... Heavy duty safety saw 
which cuts straight through 27/2” lumber 


and bevel cuts up to 275” at 45 degrees. 
The "Duplex" handle makes the saw easy 
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to handle in any position. Switch can 
be operated by either of two triggers 
on the handle. Wing nut adjustment 
for depth of cut. Housing is heat treated 
aluminum alloy. Packed in metal carry- 
ing case with combination rip and cross- 
cut blade, ripping gauge, wrench, lubri- 
cant and rubber covered three-wire 
cable. Type W8. MADE BY .. . Stan- 
ley Elec. Tool Div., New Britain, Conn. 





PORCELAIN FIXTURE 





FEATURES . . . Keyless, ivory glaze fix- 
ture (No. AL-2040) complete with white 
opal glass for 75-watt lamps. No. AL- 
2043 is also keyless but is a white glaze 
fixture. DETAILS . .. Glass is 713” in 
diameter; 6!/5” high, with a 4” fitter. 
Similar models also available for 150- 
watt lamps. MADE BY ... The Alabax 
Div., Pass & Seymour, Inc., Solvay Sta- 
tion, Syracuse, N. Y. 


TRANSFORMER 








FEATURES .. . For use with fluorescent 
luminous tubing when applied to interior 
illumination and decoration. DETAILS 
. . « Provides the 15,000 volt secondary 
current required. May be recessed in 
wall, ceiling or post, or surface mounted. 
High tension cables are eliminated, elec- 
trode housing recessed and connections 
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Read The Facts About 


Benjamin's New Dayliter 
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The new “Daylight” Fluorescent Mazda “Cold Light”. Place your hand or your 
Lamps provide the closest approach to head close to one of these units and you will 
natural daylight at the highest efficiency experience no annoying heat radiation. 
ever produced from such a light source. For this reason, the DAYLITER may 
You will secure the best lighting results be mounted close to the work and to the 
from this lamp and have the assurance of worker. Moreover, because of the low sur- 
satisfactory and continuous performance face brightness and proper shielding of the 
; by recommending and specifying the lamp, there is no sensation of brightness 
WARRANTY OF PERFORMANCE Fluorescent Units made by Benjamin — <a — restful, sega “day- 
nationally recognized as one of the leading ight” which is easy on the eyes. 
AND CONSTRUCTION manufacturers of Industrial and other light- EXCLUSIVE FEATURES 
pmin Lighting Units for the Mazda Fluorescent ing equipment. The Benjamin DAYLITERS are designed 
p are certified to comply with the requirements FOR "DAYLIGHT" ILLUMINATION to provide efficient “daylight” illumination 
lerwriters’ Laboratories as evidenced by Un- The Benjamin DAYLITER — a new unit at low cost. These units have the following 
nd Laboratories inapection Label or UL for three Fluorescent Mazda Lamps is exclusive features: 
ee ee ee. See Ne ie specifically designed to reflect and direct 1. INDIVIDUAL REFLECTORS for each lamp, 


ihey are warranted by Benjamin to have a Gee neta bie snenit of Baka (108 scientifically designed to insure hhighe t light 
: 5 : efficiency; to produce uniform light coverage 


foot candles or more from the 36 inch size) on the working surface. 

usually required for color matching and 9 A POLISHED ALUMINUM REFLECTING 
other color work. It has wide application SURFACE with durable Alzak finish for high- 
in industrial operations, offices and other est efficiency in providing accurate control of 


work places. In addition, it is the ide: a 
vO $ place n addition, it is the id il 3 A PORCELAIN ENAMELED HOUSING for 
supplementary lighting unit for many 


auxiliaries, wires, etc.; for greater durability: 
inspection operations as we Il as for many also to protect reflecting surfaces against dents. 


other work locations where high levels of 


localized illumination are desired. AVAILABLE NOW AT NEW LOW PRICES 


“COLD LIGHT"! THE NEW BENJAMIN DAYLITER 


In the new Benjamin DAYLITER you For 18” and 36” Lamps; Available With or 
have, for the first time, a lighting unit with Without Transformers or Auxiliaries 


output efficiency of 78% or more and to 
ly with all recognized safety requirements, 
nation, electrical and mechanical standards. 


Biaries supplied with these units are of the 
made in accordance with specifications of 
fa lamp manufacturers and carry the Seal of 
Hication of Electrical Testing Laboratories. 
supplied without auxiliaries are designed for 


nly with such certified auxiliaries. 





TRADE MARK 


LIGHTING EQUIPMENT 


Distributed Exclusively Through Electrical Wholesalers 





BENJAMIN ELECTRIC MFG. CO., Des Plaines, Illinois. 


Bcilable Soon — THIS AMAZING NEW DEVELOPMENT : ; | OA ce aie te 
’ ventlemen: Please send, without cost or obligation, by return mail, complete 
THE NEW BENJAMIN FLU- 0- LINE UNIT information on Benjamin Fluorescent lighting units. 


— Here again Benjamin engineers are pioneer- ei 
ing the better and more efficient way. Fun- a pgs es wien 
damentally it consists of a highly efficient Title. a DR as Sse Se oe ae 
reflector with which is combined wiring 
channels and other accessories to provide Company _——___ IS i, ee et a SO ct = 


easy coupling lengthwise or sideways in any 
‘hic Be A 
combination. Write now for Benjamin New i a Fe 


Device Sheet No. 561 for advance informa- ; 
- BS Ss 








. , City. 
tion on this amazing development. 
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to primary quickly made by means of 
screw terminals. Knockouts for conduit 
and adjustable brackets for mounting. 
When recessed, flush plates available. 
MADE BY .. . Jefferson Electric Co., 
Bellwood, Ill. 


AUTOMATIC TIME SWITCH 





FEATURES .. . For such uses as process 
timing and sign flashing. Unit has all- 
glass cover for easy inspection. Contact- 
making mechanism is driven through the 
spur gear train by a Telechron motor. 
DETAILS . . . Dial marked in "per cent 
of total time’. Silver contacts mounted 
on brushes, which bear on rotating cams. 
Steps in cams snap contacts "open" and 
"closed" at desired intervals. Pipe nipple 
on die-cast base to allow easy mounting 
in knockout of any convenient junction or 
switch box. Type TSA-14. MADE BY 
. . « General Electric Co., Schenectady. 





—_ TRANSFORMER 





FEATURES ... For general portable ser- 
vice where accuracy and breadth of op- 
erating range are required. Combination 
“through” and “tapped” construction. 
DETAILS . . . Housed in moldarta with 
maroon and nickel finish. Wéindings are 
thoroughly insulated and rigidly fixed in 
relation one to the other and to the iron 
core. "Through" capacities of 1000, 50) 
and 250 amperes obtained by passing 
conductor through opening provided. 
Capacities of 100, 50, 25, and 10 am- 
peres provided with terminals mounted 
on top of case. Type PC-137. MADE 
BY .. . Westinghouse Elec. & Mfg. Co. 


SAFETY SWITCH 








FEATURES .. . Front operated, with or 
without Bakelite dead front. Push-pull 
operated with sliding handle of durable, 
stamped ply-plastic. DETAILS . .. Com- 
pact interior mechanism is firmly in- 
stalled in cabinet. Gray composition 
base has separate terminals for each 
wire. Finished in hard baked aluminum. 
Operates at full 30-ampere capacity. 
Easily removable knockouts. Called 500 
Series. MADE BY ... The Wadsworth 
Elec. Mfg. Co., Covington, Ky. 


DIFFUSER 








FEATURES . . . RLM Silvered Bowl dif- 
fuser combining an inner reflecting sur- 
face of Alzak processed aluminum and 
white steel porcelain enamel. Designed 
to use the silvered bowl lamp. DETAILS 

. Deep-dome type. Equipped with 
standard conduit mounting top, and with 
disconnecting holders making it possible 
to change without disturbing wiring. 
MADE BY ... The Miller Co., Meriden, 
Conn. 


CEILING LIGHT 











FEATURES ... Neatly framed at ceiling 
line and entirely enclosed to keep out 
dirt. DETAILS . . . Crystal glass pris- 
matic reflector secured to round-skirted 
prismatic plate 16” in diameter and 434” 
deep. Removable prismatic cup is 734” 
in diameter. Satin cadmium finish ceil- 
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ing ring is 18!/4” in diameter. Unit proj- 
ects 4%” below ceiling line. Called 
“Inbuilt Correctalite". MADE BY .. . 
Holophane Co., Inc., New York. 





MOGUL SOCKET 





FEATURES . . . Porcelain key socket with 
switch mechanism for two-filament mogul 
lamps. DETAILS ... Snap switch action 
operates "high, medium, low, off" or 
"low, medium, high, off." Socket bodies 
supplied without hickeys, or with one- 
inch hickeys. Separate hickeys available 
in four different heights for various 
mountings. Round turn knob key remov- 
able for easy assembly in lamps. MADE 
BY ... The Arrow-Hart & Hegeman 
Elec. Co., Hartford, Conn. 


———— INDUSTRIAL REFLECTOR 





FEATURES .. . Standard dome type re- 
flector for general industrial lighting. 
DETAILS . . . Cuts off light at 72 de- 
grees. Made of |18-gauge No. | grade 
aluminum, formed in one-piece. Alzak 
finish. Porcelain all-weather socket. 
Sand-casted fittings, tapped '/2 inch and 
treated against rusting and weather. Di- 
ameters from 12” to 20”. MADE BY 
. . + The Edwin F. Guth Co., St. Louis. 





FLASHLIGHT 





FEATURES ... Molded completely from 
plastic material. Lens and lens ring 
molded in one piece from plastic mate- 


rial. DETAILS .. . Pre-focused lamp is 


protected by shock absorber. Plastic 
switch can be taken off for cleaning or 
adjustment by removing one screw. 
Spare bulb can be carried in bottom 
cap. Twelve colors available. Called 
"The Flashlight of Tomorrow.'' MADE 
BY ... Bright Star Battery Co., Clifton, 
N. J. 
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_ LIGHT YOUR WAY TO BETTER BUSINESS 


i 
| 





.. with “MWIERCURYS - 


More and more jobs like this are being 
sold. As production gets rolling, the need 
for still more will create a fertile field 
for you. They are jobs that assure profit 
and help to build prestige for you. » » » 
Bear in mind with Type H Mercury 
lamps you can provide higher light out- 
put for a given cost of energy. Industry 


is growing more conscious of the need 


for better lighting as a means of improv- 
ing production efficiency and employee 
morale. It is an ideal combination for 
you. » » » The field promotion men of 
the General Electric Company are at 
your service. Call them in on jobs. Let 
them help you to make greater profit 
by installing “Engineered lighting to fit 
the job.” 









The 400-Watt 
MERCURY Lamp 
is 60 to 140% 
more efficient 
than other 
available light 


sources. 


Order your auxiliary devices 
which were designed especially for 
this lamp from the General Elec- 
tric Vapor Lamp Company. 


GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. 
891 Adams Street, Hoboken, N. J. 


Incandescent Lamp Department 
Dept. 165, Nela Park, Cleveland, Ohio 
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SALES HEAD for the Stubbs Electric 
Co., Portland, Ore., is George B. Ginty. 
He has been charging up the sales 
force since last summer. Previously 
he covered a territory for nine years. 
But that’s only part of his experience. 
Before joining Stubbs, George was 
manager of the lamp department of the 
old Fobes Supply Co., Portland, for 
ten years. 





THE BOSS, Henry Poll of H. Poll Elec- 
tric, Toledo, is one of those knowing 
fellows who think tkat the head man 
should get out and do his share of 
selling. Here he is writing up some 
orders. 





COATS OFF and C. L. Hartman and 
C. W. Hockenbery really go after those 
figures. They are both with Graybar 
at Harrisburg, Pa., and both have 
some 13 years of service behind them. 
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NEWS 





NAMES 
aww FACES 


Old Timers 
At Buffalo 


On December 7th the youngsters of 


3uffalo were gently but firmly put in 
the background. For on that evening 
the Old Timers were honored at a 
dinner sponsored by the Electrical 
League of the Niagara Frontier. And 
the entire industry was at the Hotel 
Buffalo that night to shake hands with 
the Old Timers; eat a big steak dinner ; 
listen to a talk by Frank Watts of Elec- 
trical Dealer; see some good entertain- 
ment, and wind up the party with beer, 
ale and good fellowship. 


New Officers 
For Essex League 


On the first of this month the new 


officers of the Essex Electrical League, 
Newark, N. J., took over for the year. 
Lester P. Philp, division manager for 
Westinghouse Electric Supply, is pres- 
ident. Ben Golden of Eastern Electrical 
Supply Co. is vice president and Wil- 
liam Shaw of the Shaw Electric Co. is 
treasurer. 


Spotlight On 
Joseph Kurzon 


Joseph Kurzon, president of Joseph 


Kurzon, Inc., New York, was guest of 
honor at a dinner tendered him on the 
evening of December 7 by the Electrical 
Division of the New York and Brooklyn 
Federations of Jewish Charities. More 
than 500 leaders of the industry 
gathered at the Hotel Commodore to 
pay tribute to Mr. Kurzon’s service to 
communal causes. 


Henry F. Fischbach of Fischbach and 


Moore was chairman and A. Lincoln 
Bush, president of the Electrical and 
Gas Association, was toastmaster. Post- 





master Albert Goldman; Joseph Good- 
man, Commissioner of Water Supply, 
Gas and Electricity, and Judge Jonah 
J. Goldstein were guest speakers. 


Tait, Schanuel 
Traveling And Talking 


During December A. C. Tait and 
A. E. Schanuel of the National Ade- 
quate Wiring Bureau carried the gospel 
of adequate wiring to many towns. Tait 
talked in Washington, D. C., Richmond, 
Norfolk, Roanoke, Charlotte, Raleigh, 
Knoxville, Nashville, Memphis, Pine 
Bluffs, Little Rock and Buffalo. 

And Schanuel carried the good word 
to Pittsburgh, Wheeling, Akron, Cleve- 
land, Dayton, Indianapolis, Lafayette, 
South Bend, Detroit, Jackson, Chicago, 
Madison, Peoria, Springfield, St. Joseph 
and Joplin. 


Lamp Promotion 
By Westinghouse 


A. E, Snyder, who directs Westing- 
house lamp sales has launched a three- 
way booster program. Leading the 
campaign is a fleet of six shiny trucks. 
They will hit every good sized town 
before the curtain rings down. 

Frank Brady, W. N. Aldrich, T. B. 
Armtrong, R. G. Slauer, L. W. Noble 
and Gene Smith are the specially trained 
engineers who are traveling around, 
conducting meetings for wholesalers, 
dealers, utilities and club groups. 

The second part of the program in- 


cludes education in merchandising by 


means of booklets and manuals outlining 
plans for selling particular types of cus- 
tomers. Advertising, window displays, 
and promotion material are also em- 
bodied in this part of the campaign. 
The third part is a wholesaler’s sales- 
man contest which lasts six months. In 
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each of the six districts, 100 teams of 
wholesalers’ salesmen are competing for 
merchandise prizes. One award will go 
to the winning jobber of each district, 
to be divided among his salesmen. An- 
ther prize is awarded each month to 
those houses in which 60 per cent of the 
sales staff have sold one or more con- 


tracts during the month. Another prize 
will be awarded in each district to the 
salesman having the highest score. 


New Men, Line 
At West Philadelphia 


Morton Olschwang and Art Stinson 
ire new names at West Philadelphia 


Electric Supply. Olschwang, who used 
to be with Franklin Electric, Atlantic 
City, is selling fixtures. Stinson is 
selling at the counter. He was with 


Rumsey Electric there in Philadelphia. 
The company is distributing Sonora 
radios in the metropolitan area. 


Vancouver Group 
To Hold Dance 


On the 20th of this month, the elec- 
trical industry of Vancouver and their 
ladies will be at The Commodore waltz- 
ing or shagging around the dance floor. 
Jack Carmichael, chairman of the social 
committee of the Electrical Association, 
has charge of the affair and promises 
everything from bridge or whist, be- 
fore dinner, to dance contests after. 


Dexter, Hibben 
On A. W. Committees 


Harris E. Dexter, sales manager of 
the Central Hudson Gas & Electric 
Corp., and chairman of the sales com- 
mittee of EEI, has been appointed to 
the executive committee of the National 
\dequate Wiring Bureau. He succeeds 
Merrill E. Skinner, who resigned due 

S. G. Hibben, director of applied 
lighting for Westinghouse Lamps, is 
on the plan committee. He re- 
places J. F. O’Brien, who recently re- 
from Westinghouse to join the 
Foundation. 


signed 


Pierce 


Memphis 
Xmas Lighting 


As usual during the Holiday Season 
hundreds of Memphis folks lighted up 
the exteriors of their homes and stores. 
But they were especially colorful this 
time for the City Beautiful Commission 
sponsored an outdoor lighting contest 
and to the winners went some worth- 
while prizes. And it helped the elec- 
trical industry besides adding cheer to 


the Seas n. 


January 1939 — THE 


More Zebras 
In Milwaukee 


Everyone in Milwaukee can’t be a 


Zebra. Salesmen aren’t even consid- 
ered. For the Royal Order of Zebras 


is confined to electrical credit men. So 
it’s exclusive. But at the December 3 
meeting of the Milwaukee Association 
of Credit Men, Clarence Weaver of 
Morley-Murphy and Elmer Kroening of 
Allen-Bradley were duly initiated into 
the secret and solemn Order. Don Gra- 
ham of the Greusel Distributing Co. 
was elected an officer. His title and 
duties remain a mystery to all those 
except members in good standing of 
the striped society. 


It's Now 
Brady Electric 


There is no longer a Brady-Scannell 
Electric Corp. in Elmira, N. Y. That 
is, by that name. It was recently re- 
christened Brady Electric, Inc. Ivan 
F. Brady is president and treasurer. The 
address is still 302-304 Railroad Ave. 


G. E. Supply 
Promotes Heidenreich 


J. R. Heidenreich is now branch man- 
ager for General Electric Supply Corp. 
at Muncie, Ind. He succeeds Harold 
Lamb who resigned. Heidenreich was 
sales engineer there before the promo- 
tion. Previously he had been with the 
General Electric Co. at Schenectady and 
Chicago. 


“Raising A Baby” 
By Pierce Rambo 


Baby William Pierce Rambo of Oak- 


land, Cal., has a resourceful and im- 
aginative father. When premature 
birth necessitated incubation, Rambo, 


Sr., who is with the local power com- 
pany, arranged a 60-foot length of soil- 
heating cable around the bottom of 
young William’s bassinet. And with 
the aid of a G. E. thermostat, a con- 
stant temperature of 80 degrees was 
maintained for five months. 

Since then the youngster has pro- 
gressed nicely without his soil-heating 
foster mother. 


Illuminating 
At New Address 


The Illuminating Electric Co., Chi- 
cago, has moved to the south side at 
6821-23 S. Halsted St. They were for- 
merly located at 1133 W. Roosevelt Rd. 
Containing 6000 square feet of floor 
space, one of the features of the quar- 
ters is the fixture room for displaying 
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SUPPLY SALES of 





the Elliott-Lewis 


Electrical Co., Philadelphia, are the re- 


sponsibility of John T. Lewis. 


Before 


heading up sales, Lewis was a light- 


ing specialist. 


—? 





THIS SMART GAL, Margaret Sassaman, 


is one clever bookkeeper 


for Crane 


Electric Parts & Supply Co., Reading. 
Pa. But she says she doesn’t like her 
picture taken. Why not is the question. 





WITH HIS PIPE at rest Allen Mackay 
is about to start out on another call. 
He covers the Southeast for Delta Elec- 


tric and works out of Marion, 
home of the company. 


Ind., 
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MOTORS 
NEED 
THEM? 


SHAWMUT 
THERM-A- 
TRIPS 


(fuses with thermal cutout) 


END NEEDLESS FUSE 
BLOWING BY WASHING 
MACHINES, REFRIGERA- 

TORS AND OTHER 
ELECTRICAL APPLIANCES. 

The simplest, surest, and 

most economical protection 


for motors and motor cir- 
cuits. 


TWO TYPES: 
REGULAR PLUG FUSE 
THERM-A-TRIP 


Edison base, 125 volts. For motor 
protection, sizes from 0 to 14 am- 
peres. For circuit protection, sizes 
from 15 to 30 amperes. 


CARTRIDGE 
THERM-A-TRIP 


250 volts. For motor protection, 
sizes 0 to 15 amperes. 





©he CHASE-SHAWMUT 
COMPANY 





NEWBURYPORT 
MASSACHUSETTS 
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128 residential units, all wired. Another 
display has 34 outlets for showing com- 
mercial fixtures. 

Sol Rubbenstein has joined the com- 
pany as a counter salesman. When 
Illuminating went into the new home 
they held “Open House” December 6 
and 7 which was attended by some 350 
| contractors, dealers and industrial men. 





| McGivern Heads 
Chicago Association 


| A. J. McGivern, who has been serv- 
ing as managing director of the Chicago 
| Electrical Wholesalers Association, was 
|elected president last month. He suc- 
| ceeds Fred R. Eiseman of Revere Elec- 
| tric who served continuously as presi- 
| dent since the group was organized six 
| years. Eiseman requested that his name 
be withdrawn from the nomination list. 

Otto Frankenbush of Hawkins Elec- 
| tric was re-elected secretary and P. W. 
|Greene of Middle States Electric is 
| again taking care of the treasury. Joe 
Fink of Efengee was elected to the board 
of governors. 


| 
World Fair Homes 
To Be Adequately Wired 


When visitors at New York’s World 
| Fair go through the Town of Tomor- 
row they will see 15 model homes all 
wired according to the standards of 
the National Adequate Wiring Bureau. 
They'll learn what good wiring is and 
its benefits. And everyone will profit. 

Credit for-this participation goes to 
the Bureau and to the following com- 
panies that are providing the neces- 





sary fee and materials—Anaconda, 
General Electric, Graybar, National 
| Electric Products, Okonite, Phelps 


| Dodge, U. S. Rubber, General Cable 


| and Westinghouse Supply. 


Kelley Appoints 
New Representatives 


| Frank Kelley, Inc., has appointed 
four new representatives to handle its 
lines in their respective territories. The 
J. S. Jacobson Co., Chicago, is covering 
Illinois, southern Wisconsin and eastern 
Indiana. Paul F. Douty, Baltimore, is 
covering that town, Washington, D.C., 
and Virginia. H. S. Kurtz, Cleveland, 
is selling in Ohio. And Charles G. 
| Lifka, Detroit southern Michigan. 





Canadian Groups 
Holding Meetings 


The 


Electrical Service League of 
British Columbia and the Vancouver 


Electrical Association are again holding 
educational meetings for the benefit of 
all members of the industry. The first 
meeting was addressed by E. E. Walker, 
light and power sales manager of Brit- 
ish Columbia Electric, who talked on the 
whys-and-wherefores of electric rates. 


Graybar Celebrates 
Seventieth Anniversary 


The Graybar Electric Co. is making 
elaborate plans to celebrate during the 
coming year the 70th anniversary of 
the founding of its original predecessor 
company. This was the firm of Gray 
and Barton, established in 1869 to make 
electric bells and telegraph instruments. 


This little partnership became the 
Western Electric Company. In 1926 


the resale supply department was di- 
vorced from the company and incorpo- 
rated as Graybar, and in 1929 it was 
sold to the employees. 

The present Graybar people, many of 
whom have years of Western Electric 
service to their credit, are very proud 
of their heritage. These old timers will 
be honored at a nationwide birthday 
party held simultaneously in each of the 
83 Graybar houses. 


H. I. Sackett 
Dies In Accident 


Herbert I. Sackett, president of the 
H. I. Sackett Electric Co., Buffalo, his 
wife and daughter, were killed January 
2nd when their automobile was struck 
by a train at a grade crossing near 
Buffalo. Mr. Sackett was long iden- 
tified with the work of NEWA and 
widely known throughout the industry. 
He was born in Geneseo, New York in 
1871, and graduated from Yale in 1893. 





H. I. Sackett 


Shortly afterward he went to work for 
a Buffalo contractor, and later ran his 
own construction business. The Sackett 
wholesale house was organized in 1907. 

Mr. Sackett had a deep interest in 
civic and cooperative business work. He 
had been president of the Electrical 
League of the Niagara Frontier and was 
active in the Chamber of Commerce, 
Wholesale Merchants and Mfr’s Assn. 
and the Greater Buffalo Advertising 
Club. He was a member of the Uni- 
versity Club, Erie Downs Golf Club, 
Buffalo Athletic Club, Orpheus, Knights 
Templar, F. and A.M., Automobile Club 
and the Yale Association. 
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For over half a century the General Cable policy 
of Jobber Cooperation has been operating to es- 
tablish all our business dealings on a basis of con- 


stantly increasing mutual benefit. 


Undeviating adherence to the spirit as well as the 
letter of that policy is ingrained into the function- 


ing of every department of the company. 


1939 will see all our business transactions guided 
by a keen sense of our company’s obligation to 
its distributors. 


fi 
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Revere Pulls 
Venison Party 
Every fall, Nimrod Van N. Marker, 
president of Revere Electric, Chicago, 
| oils up his guns and heads for Canada. 
| This past October was no different and 
| Marker was tramping through the woods 
| around Nipigon, Ontario, banging away 
'with his rifle. And he did a good job. 
| When it was all over he had three deer 
| 
| 





idle Fittingss 
PENN-UNION Catalog. 


You will find connectors that 


give you new Convenience and 
Economy. 
For instance: 






A really 
“universal” lug, 
each size taking a wide range 
of wire and cable sizes—the 
PENN-UNION E-Z Terminal. 
Quick and permanent connection 





Hinged E-Z 
Tee — you 
carry 1 size 


instead of 15, 
as branch or 
tap takes a 
wide range of 
wire and cable. 








One piece de- 
sign. Self-lock- 
ing nuts. 








and a moose to ship back for Revere’s 
annual venison party. 

The party was held at headquarters 
on the evening of November 30th and 
more than a thousand contractors, deal- 
ers, maintenance men, engineers and 
architects were on hand to cheerfully 
stuff themselves with venison sand- 
wiches, beer and coffee, And while 
there, they saw exhibits of 31 manufac- 
turers whose products Revere distributes. 





HUNTSMAN MARKER is pretty much dwarfed by the 1250 pound moose and the 


, The orig- three deer which averaged about 190 pounds each. 
inal “solder- 
less” connec- 


tor that is de- 
pendable both 
electrically 
and mechani- 
cally — an- 
other PENN- 
UNION de- 
velopment. 


More than 6,200 Items— 


for all combi- 
nations of 
tube, bar, ca- 
ble, and wire. 
All sizes. 
Every item 
thoroughly tested...Dependable. 








Preferred by 
leading utilities 
and  “"indus- 
trials", and 





= 


Sold by leading jobbers 


PENN-UNION 
ELECTRIC CORPORATION 








ERIE, PA. - 


Three New Lines 
For American Electric 


You'll find it in the complete line 


The American Electric Co., with 
houses at St. Joseph, Kansas City and 
Wichita, has added Clark water heat- 
Standard ranges and One Minute 


| ers, 
| washers. 
Loyd Takes 
Wolverine Tube Lines 
Conductor Fittings Ernest T. Loyd, 103 Walton St., N. 


| W., Atlanta, is selling soldering lugs 








THE ROASTER exhibit, one of 31, drew its share of attention during the evening. 
The dealers will use those sales tips during this year’s roaster drive. 


and splicing sleeves of the Wolverine 
Tube Co. in Florida, Georgia, North 
and South Carolinas, Tennessee and 
parts of Mississippi. 


New Address For 
Graybar, Minneapolis 


Graybar’s Minneapolis house is now 
located at Fourth Street and Ninth 
Avenue South. The building has four 
floors and a basement totaling 80,000 
square feet of floor space. Among the 
features are ample parking space, load- 
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MUSIC, FLOWERS and light. The 
Christmas spirit was splashed all over 
Nela Park to welcome Santa. The 
blooms and notes are Wakefield re- 
flectors. Mighty clever, these lighting 
experts, 


ing platforms, large and modern display 
facilities, an auditorium for sales meet- 
ings, adequate lighting and a railroad 
siding permitting the direct unloading 
of three cars at a time. 


Rosenthal Heads 
Chicago League 


Sam Rosenthal, vice president of 
Hyland Electrical Supply, was recently 
elected president of the Electric Asso- 
ciation of Chicago, J. N. Pierce, presi- 
lent of Pierce Electric, is again treas- 
urer and A, A. Gray, managing director 
f the group, continues as secretary. 

Rosenthal has been a member of the 
board of directors, representing the 
wholesaling group, for the past six 
vears. He succeeds Fred T. Whiting 
northwest district manager for West- 
inghouse Elec. & Mfg. Co. 


Cuny-Guerber Takes 
Ingersoll Shaver 


The salesmen of Cuney-Guerber, Inc., 
New York, are now selling another line 
in their territories—the Ingersoll Elec- 
trict Shaver. 


MEN ON 





THE MOVE 


O. H. Van Amberg, wiring system 
ngineer for General Electric, has been 
transferred to Washington on a special 
assignment in connection with Federal 
bureaus and projects. 


R. S. Waleigh has resigned as lighting 
and apparatus for G.E. Supply, Wash 
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NOTICE TO 
JOBBERS 


| This advertisement 
appears in Electrical 
Contracting, January, 
1939. Please read it 
—you’ll see why the 
CON NECTAPHONE 


appeals to your trade. 


NEGJAPHONE, helps 
your PROFITS 






Save time—save trouble—make more money on interior telephone installa- 
tions. The improved Connectaphone is quicker to install, easier to maintain. 
The bakelite body contains all the working parts, with bus bars used for all 
connections to eliminate wiring and soldering. After wiring, testing, plaster- 
ing, and room decorating are finished, simply plug in and screw the body 


to the back plate. 


transpose one or two screws or bus bars. 
stand rough handling and are fully enclosed to prevent 
collecting dust. This improved telephone is furnished with 1, 2, or 3 buttons, 


as required. 


Write or wire us for descriptive material. 





3-Station Vestibule Phone 


Pci TELEPHONE 


It’s equally easy to change over to other circuits; 


just 


Parts are strongly made to with- 


All mechanism, 
including distinc- 
tively toned bell, 
is assembled or 
molded in bake- 
lite body. Re- 
ceiver also acts as 
an extra signal. 


Install Connecta- 
phones with Con- 
necticut Vesti- 
bule and Mail 


Front View of 
Boxes. Any num- Connectaphone 


ber may be used, 





from 3 up. 





Established 1894 


Division of Aur Devices Corporation 


MERIDEN 
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ington, D.C., to go with the Civil { 
Service Commission. R. B. Foley who i 
has been in the commercial refrigera- 
| tion department is taking over much of 7 } 
Waleigh’s work. He is an electrical en- } I 
| gineering graduate from the University 
| of Maryland. 
* d 
| , — Bill Landes now has charge of radio { 
a sales in northern California for the , 
| Incandescent Supply Co., San Francisco, : 
| * 2 , 
Fred W. Williamson, Jr., a recent ‘ t 
graduate of Notre Dame University, ] 
is out selling for Hawkins Electric, ( 
Chicago. _ Earl Sand is a new man in 
| the shipping room and Berenice Dyslin . 
| is in the billing department. t 
| ‘ 
ies —_" ( 
_ W. J. Rasnick is now traveling Texas ( 
for the Apex Rotarex Corp. He works 
out of Dallas. i 
| eS: 
ma. 
. | 
| Hugh L. Bargion : 
Hugh L. Bargion, division manager h 
for Westinghouse Electric Supply Co., h 
Seattle, died in that city November 26 n 
at the age of 50. Mr. Bargion started 
in the electrical business at Butte, Mont., C 
as an office man for the Montana Elec- te 
trical Co. Later he worked up to man- wv 
ager of the company. Ci 
He was an active member of the h 
Electric Club of Washington, the St 
| Broadmoor Golf Club and the Wash- b 
FOR LIGHTING SHELVES AND STOCK BINS | ington Athletic Club. Surviving are his 
| wife, Mary; a son Hugh L.; his mother 
? , T; ) g ; 3 
@ How’s the light in your stockroom aisles? If you’re using Me DMebel Tmereen ond a trait. 
ordinary lighting, try this fixture and see the difference! The brother, Elwood Emerson. f 
Stocklite properly illuminates shelves from top to bottom 
and also bin interiors. Note how its peculiar shape directs John H. Kn 
° ° onn ° a 
light to the side . . . how the curved V-shaped flanges PP R 
eliminate aisle glare. The Stocklite puts an end to “spotty” John H. Knapp, vice president and . 
. assist: vener: bl 7 N ve 
illumination—provides comfortable vision everywhere in the assistant general manager of Norge, 
* “ings “yore fill oak, ie d died at his home in Detroit December 1. 
aisle—enables stock clerks to oreere maver — He had been in ill health for several i: 
accurately. Users everywhere are enthusiastic. It’s a months prior to his death. ms 
porcelain-enameled fixture—an exclusive Goodrich product. Mr. Knapp joined the company as 
purchasing .ugent and in 1931 was 
placed in charge of refrigeration sales, ; 
SEND FOR THIS NEW BULLETIN becoming vice president and general : 


sales manager. 

He was born in Washington, D. C., 
December 30, 1893. Mr. Knapp is sur- 
vived by his wife, two sons, his mother, In 


It tells the whole story of proper stock bin 
illumination. It’s complete with installation 
photos, specifications, light distribution 





curves, mounting data, etc., to help you sell. sister, and two brothers. si 
Ask for Bulletin No. 91, “Light on the Subject.’’ 
MEMBER OF R.L.M. STANDARDS INSTITUTE Colin F. MacQuarrie = 


| Colin F. MacQuarrie, wholesaler of 
New Glasgow, N. S., died recently at | ; 
his home there at the age of 59. He §f wi 
had been in wholesaling since 1929. fe 
Before that he had been with the Pictou 
County Electric Co., Stellarton, N. S. 


GOODRICH 


ELECTRIC. COMPANY Ae sel 
Mr. MacQuarrie is survived by two M 


Shei Cee +e Att Bete £554 <a 
GENERAL OFFICES AND FACTORY: 2921 N. OAKLEY AVENUE, CHICAGO, ILL. | 2 OUTCTS: M 
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Charles F. Smith 


Charles F. Smith, chairman of the 
board of Landers, Frary & Clark, died 
December 4 at the age of 77. He had 
been with the company 60 years, serving 
as board chairman for 20 years and 
president for 18 years before that. Mr. 
Smith started with the firm as a stock 
boy following graduation from high 
school. 

Active in public and business activi- 
ties, Mr. Smith represented 
sritain on the Metropolitan Water 
Commission of Hartford; was a trustee 


of Trinity College; a past member of | 


the State Board of Education and a 
director of the American 
Corp., Blake & Johnson Mfg. Co. and 
Goss & DeLeeuw Machine Co. 

He is survived by a brother, four 
nephews and a niece. His wife died last 
April. 


C. J. Watson, Jr. 


C. J. Watson, Jr., 51, formerly district 
supply sales manager for General Elec- 
tric Supply Corp. at Chicago, died of a 
heart attack November 29 at his home in 
Memphis. He had recently retired and 
moved there. 

For several years he was manager for 
G.E. Supply at Memphis, transferring 
to St. Louis in 1930 as manager of 
wiring sales. Then he moved to Chi- 
cago three years ago to the position he 
held at the time ofthis retirement. He is 
survived by his wife, a sister and two 
brothers. 


MEETINGS AHEAD 


Baltimore — Electrical Manufacturers 
Representatives Association sixth annual 


show at Hotel Emerson, February 13 
to 15. 
* 
Boca Raton, Fla.—dAssociation of 


Edison Illuminating Companies, 
meeting, January 16 to 20. 


private 


% 
Chicago—Refrigeration Supplies and 
Parts Manufacturers Association at 
Stevens Hotel, January 16 to 19. 
* 


Cleveland—Sixth International Heat- 
ing and Ventilating Exposition at Lake- 
side Exposition Hall, January 22 to 26. 

* 


New York—International Heating and 
Ventilating Exposition, January 24 to 28, 
1939, 

Pa 

New York—WNational Electrical Man- 
ufacturers Association, mid-winter con- 
ference at Waldorf-Astoria. February 


5 to 10. 

“ 
San Francisco — Western Spring 
Market at the Western Merchandise 


Mart from January 30 to February 4. 


January 1939— THE WHOLESALER’S 


New | 


Hardware | 


Announcing 


} 




















ET your share of profits from the 

most amazing drill development 
ever introduced for drilling straight, 
accurate holes in concrete, slate, brick, 
composition board, porcelain, tile and 
all other non-metallic construction 
materials. Reduces hole drilling time 
on all installation work to a matter of 
minutes and seconds instead of hours. 


DRILLS 50% FASTER 
LASTS 50 TIMES LONGER 


The Carboloy drill is not just a new 
kind of steel. It’s an entirely new 
metallurgical development manufac- 
tured by a special process. Carboloy 
contains no iron or steel. No special 
equipment is needed—operates in the 
ordinary type of rotary electric drill. 
It has made possible an entirely new 
order of speed, economy, accuracy and 
quietness on all drilling work. Lasts 
up to 50 times longer per sharpening. 
Drills 50% to 75% faster. Speeds up 
installation of expansion anchors and 
insures an accurate fit. 


CARBOLOY COMPANY, INC. 
Detroit, Michigan 








PROFIT MAKER 


Carboloy drills will 
your sale 























increase Y' - 
nsion ai R 
of expa pear eee SEND COUPON FO 
chors too LET CARBOLOY COMPANY, Inc. 
cause Carboloy FREE LEAF 2955 E. Jefferson, Detroit, Mich. 
insures faster, d Send Free leaflet on Carboloy Masonry 
more accurate an Drills and include quick-profit resale propo- 
. 1 sition. 
fits. — QUICK-PROFIT . 
re : ompan 
a expansion RESALE re! : 
anchors. PROPOSITION Individual 
City State 
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Selling 
Electric Shavers 


The Winters Hardware Store, lo- 
cated in Fremont, Ohio, a town of some 
13,000 souls, has sold more than 500 
shavers during the past two years. 
That’s one shaver for every seven 
families. And they’ve done it by put- 


ting them out on display where a cus- 
tomer can pick one up and try it. Then, 
if his credit is good, he is urged to take 
it home on a 30-day, free trial basis. 
And they usually stick. At the end of 
the period, George Winters sends a 
bill 

Best customers are busy men such as 
And about 25 per cent of all 
ales went on a 90-day basis. A variety 
{f makes are stocked so prospects can 
“pick out any want, we sell them 
ll.” —Hlectrical) Merchandising. 


cd yctors. 


() 


you 


Locating 
Poor Risks 


Payment of taxes is one of the first 
duties of a good citizen. Thus reasons 
an Indiana dealer who makes it a point 
to obtain the list of delinquent taxpayers 
from his trading area by visiting the 
county court house. When one of the 
delinquents asks for credit this dealer 
either turns him down flat or else stalls 
for time to make a careful investiga- 
tion. Nine times out of ten he finds that 
the man who is behind in paying taxes 
is a bad risk.—Hardware Age. 


Lighting Diet for 
Proper Seeing 


like food, is so much a 
matter of course that physical differ- 
ences caused by inadequacy or misuse 
vait to be noted before conditions are 
corrected. Just as preventive diets are 
more effective than corrective ones, so 
will light conditioning of surroundings 
be more effective in preventing defec- 
ti than in correcting it. <A 


Lighting, 


tive vision 


50 


A Round-up of Ideas from Many Papers==a_ 


preventive balanced diet for 


healthy 
seeing eliminates three conditions: 


a. Glare—which tears at the nervous 
system, causing irritability and fatigue. 


b. Inadequate light—which  over- 
works the eye and causes strain. 
c. Harsh Contrasts—which continu- 


ally draw the eye from one point to 
another, and aggravate nervous condi- 
tions. 

Of utmost importance in the lighting 
diet is adequacy. Regardless of effi- 
ciency of lighting units—you must get 
enough light. You can’t fill a barrel 
that holds four buckets, with three 
buckets of water. You can’t stretch a 
300 watt unit to do the job of a 750 
or 1000 watt fixture—Electrical Produc- 


tion. 








Hy 4 . 

=p 
“By golly, he is out. That 
information girl wasn’t lying.” 


Specialized 
Selling Pays 


Missionary salesmen of a large food 
manufacturer sold the “general line”- 
more than a score of items. They did 
some creative selling, picked up many 
orders which would have gone to the 
next jobbers man. Then the company 
gave them three items on which they 
must specialize. Results were :— 

1. Calls per day increased from 12 
to 15. 

2. Lost time or waiting decreased 
from 25.8 to 17.1 per cent. Time spent 
productively increased from 74.2 to 82.9 
per cent. 

3. Time spent on specialized items 
increased from 39.6 to 67.7 per cent. 
And time spent productively on other 
work, including report of call, filling 
order blanks, packing up stock goods 
and work on products other than those 
assigned dropped from 60.4 to 32.4 per 
cent of the productive time total.— 
Sales Management. 


Sell Light 
As Selling Tool 


Discussing store lighting from the 
viewpoint of an architect specializing 
in store design, Kenneth C. Welch of 
the Grand Rapids Store Equipment Co. 
says that too often a merchant buys 
improved lighting simply because his 
competitor has done so. And not be- 
cause he has been sold on the value of 
intensified lighting as a sales builder. 
Then when his electric bills come in he 
starts using smaller bulbs and leaving 
some sockets empty. The result is a 
slight saving in current, but a complete 
loss of the objective for which the 
lighting was designed. Mr. Welch ad- 
vises lighting specialists to consider the 
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size of the store, its sales volume and 
the location and nature of merchandise 
in the different departments when lay- 
ing out jobs.—Better Light-Better Sight 


Nex 


The Successful 
Electrical Dealer 


Here is what the successful electrical 
dedler does that puts him on top: (1) 
Has a clean, neat store and attractive 


windows. (2) Greets customers with a 


smile. (3) Keeps his stock up and gets 
quicker turnover. (4) Uses manufac- 
turers’ free merchandising helps. (5) 


Dramatizes his store to suit the season. 
(0) Welcomes all salesmen SO he can 
learn somthing new about his merchan- 


dise.—Hardware Age. 
Shavers 
In Distress 
Over 3,000,000 electric razors are 
now engaged in beard destruction. A 


big fall and Christmas campaign will | 


boost this total some more. What about 
outlets for shavers ? 

A widely traveled convert to electric 
shaving recently reported his personal 
observations in a flock of good hotels. 


He couldnt scrape his chin the elec- 


trical way in nine out of ten hotel 
bathrooms without unscrewing the mir- 
ror bulb. In thesroom itself he had to 
go into the furniture moving business 
to find plug-in, then “squat and 
squint’ to clip the stubble. 

But the Pullmans now have razor 





HE’S A FINDER. Stanley Tools was 
out to find the owner of the oldest 
“Mighty Midget’ Unishear still in use. 
So to bring it out of hiding they offered 
a new “Midget” to the owner and 25 
bucks to the supply salesman who 


turned detective. And O. C. Hansen, 
salesman sleuth of Charles H. Besly 
& Co., Chicago, unearthed the Old Time 
Midget in the hands of W. J. Ross, 
manager of the Chief Sign Co., 
Chicago. 







PROPER 
TACK 


ALLBounn Up In_ 
CLIFTON TAPES 


— x 














ACE FRICTION TAPE IS A POPULAR CLIFTON BRAND 
THE BEST IN FRICTION TAPE SINCE 1888 


CLIFTON MANUFACTU RING CO., INC. 


MATTAPAN 


BOSTON, MASS. 


SEND FOR PRICE AND SAMPLES 
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Shown above is a 24” 


NU - RESCENT mounting 
plate which carries lat- 
est approved type auxili- 
aries (made by nationally 
known transformer build- 
ers) together with wiring 
and lamp holders. All 
parts, fittings and wiring 
materials are Underwriter 
Approved. NU-RESCENT 
LUMINAIRES are _fur- 
nished in 8 sizes for one, 
two and three lamps 
each. 
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N ation-Wide Acceptance 


Since their introduction only two months ago NU-RESCENT 
LUMINAIRES have gained a definite place with many of 
the country’s leading distributors. 


BECAUSE: NU-RESCENT is designed from the ground up 
to get the most out of Fluorescent Lighting. 


BECAUSE: NU-RESCENT is exceptionally well constructed. 


BECAUSE: NU-RESCENT now offers an improved baked 
enamel exterior finish and a new matte Por- 
celain reflecting plate. 


BECAUSE: NU-RESCENT can be offered to your customers 
with a guarantee of complete satisfaction. 


BUSY SINCE 1878 


FRANK KELLEY, Inc. 


LAMP DIVISION * ELKINS PARK, PENN. 
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SECONDS ... 


to 


SURE CONNECTIONS! 


with 


ILSCO 





SOLDERLESS CONNECTORS 


Fer a real short cut to Better solder- 
less connections, try ILSCO Solderless 
Connectors. You need no special tool, 
that you always misplace or lose. With 
a screw driver, wrench, or pliers, it’s 
solder- 


Seconds to sure, permanent 


less connections! 
Find out for yourself. Address Dept. 


WS for Free samples. 


ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Rd., Cincinnati, Ohio 














Not what it used to be? 


\f that is the case, you are 
definitely on the wrong 
track and the sooner you 
make the change the 
quicker you will build a 
profitable fuse business. 


TRICO Powder-Packed Re- 
newable Fuses are different. 
They give you something 
to talk about. There's one 
price—one policy for a!l— 
and the renewal links are 
non-interchangeable with 
“ordinary’ bare links. 
Therefore, when you push 
TRICO FUSES you are as- 
sured that all future fuses 
or renewal links will be 
TRICO. In other words, 
increased orders and profits are guaran- 
teed. 
"Always thru the Wholesa!er’ 


It Pays to Push Trico! 


TRICO FUSE MFG. CO. 
Milwaukee, Wis. 


—TRICQ> ==: <FUSES> 


STOP WASTED KILOWATTS AND WASTEFUL SHUTDOWNS 




















outlets. Push the button and your 
porter brings a magic box that converts 
32 volts d.c. to pulsating, 115-volt razor 
current. So electrical contractors had 
better see their hotel customers and 
shame them a bit. Or some travelers 
may start sleeping in Pullmans.—Elec- 
trical Contracting. 


What's In 
A Name? 


Some salesmen hurt their chances of 
making sales because they never learn 


| to pronounce a prospect’s name. What’s 


in a name? Plenty! It may be funny to 
you, but it’s not so funny to the man 
who bears the handle. He wants his 
name pronounced correctly. To avoid 
resentment, to build sales, learn how to 
say the prospect’s name before you con- 
front him. Then you won't be cutting 
your own throat.—Sales Scrap Book. 


MORE FACTS 


ON PRODUCTS 


Capacitors—General Electric Co., Sche- 
nectady, N. Y. Bulletin GEA-2461B de- 
scribes and illustrates individual pole-type 
pyranol capacitors, giving outline, dimen- 
sion, and price of each. 





v 


Conduit Hanger—Cleveland Switch- 


board Co., 2927 E. 79th St., Cleveland. 4 


A 4-page folder describing their new 
method for hanging conduit, with photos 
and diagrams of its applications. 


v 


Current—Bull Dog Elec. Products Co., 
Detroit. Catalog No. 383 contains de- 
tailed information on safety switches, 
meter service switches, service equipment, 
lighting panels, saf-to-fuse distributing 
panels and cabinets, kbl-duct and fittings, 
and nofuze circuit breaker material. 


v 


Drills—Carboloy Co., Inc., 2985 E. 
Jefferson Ave., Detroit. “Drilling Holes 
50% Faster” is the title of a 6-page 
leaflet describing a drill for drilling non- 
metallic materials such as concrete, brick, 
tile, wall board, rock, marble, etc. 


v 


Electric Drills—Wodack Elec. Tool 
Corp., 4627 W. Huron St., Chicago. A 
folder describing their “Do-All” hammer- 
drill which can be changed from a ham- 
mer to a drill and vice versa, and illus- 
trates the different uses to which the tool 
can be put. 


v 


Hydraulic Power—Blackhawk Mfg. 
Co., Milwaukee, Wis. A folder on their 
Porto-Power hydraulic assortments for 
pipe and conduit bending, and for factory 
maintenance work. It includes detailed 
information about each unit, and illus- 
trations of their applications. 


v 


Kitchen Planning—General Electric Co., 
Nela Park, Cleveland. The specialty ap- 
pliance sales division has announced its 
kitchen planning book which gives basic 
kitchen layouts; tells how to determine 
kitchen size and select equipment; ex- 
plains wiring, and gives appliance specifi- 
cations. 
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“I don’t care how you did it at the Bide-A-Wee Gift Shoppe!” —Mill Supplies 
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Vermilion, Ohio. A _ bulletin on office 
ghting called, “Recommendations for 
fice Lighting,’ which features their 
‘ommodore series of lighting equipment 


i Lighting—F. W. Wakefield Brass Co., 








: 


he. Sa, 


ising Plaskon reflectors to accommodate me iy HO 
rom 200 to 1500-watt lamps. Details, iis 
llustrations and applications are given. ADP, 


Li) It's a line that's going to 

, mean extra sales for you 
...@ line that’s backed 
up by a nation-wide ad- 
vertising campaign . . . a 
line that's designed, man- 
ufactured and priced to 


v 

Lighting—Mitchell Mfg. Co., 1550 
Dayton St., Chicago. A booklet called 
“The Talk of Two Cities” deals with 
their new Spot Ray Bed lamp. Both the 
Table and Bed Clamp models are graph- | 


4 ically described with pictures and de- appeal fo your customers! 
: tailed specifications, and their particular - +. you've guessed it, 
usefulness for reading in bed because of celetion a= tie the 
, their controlled lightbeam is stressed. BURNDY line of electrical 
Vv connectors —a money- 
maker if ever you saw one! 
1 Lighting—Daybrite Lighting, Inc., 
\ 5401 Bulwer Ave., St. Louis, Mo. Cata- 
- log pages 115, 116, 117, and 118 illus- 
- trate and describe their silhouette letter 
- signs for lumiline lamps, shallow recessed 
| lighting units, and industrial fixtures for 
silvered bowl lamps, with detailed speci- 
fications for each. 
; z White {or catalog and full information 
a Small Appliances—Proctor Electric 
al Co., 7th St. & Tabor Rd., Philadelphia. 


“Appliances Styled for Service” is the 


d name of a catalog giving information on y : seB 
s- their roasters, electric irons, automatic : _BURNDY 
. ' ; ' “ QIKLINK 
toasters, automatic wafflers, hot plates, %: 
ae Santen: SEM. ENGINEERING CO., INC. - 459 E133" ST,NY.C. 4A pa 


™ Vv 


P- Switches—General Electric Co., Sche- 
ts nectady, N. Y. Bulletin GEA-2963 illus- 











1c trates and describes time switch for con- 
he trol of a d ircuits itable f 

ol of a.c. or d.c. circuits, suitable ior 
4 either indoor or outdoor service. 


v 


Tools—Skilsaw Inc., 3310 Elston Ave., 
Chicago. Catalog No. 40 gives specifica- 
tions, prices, and illustrations of com- 
plete line of handsaws, drills, belt sand- 
ers, disc sanders, grinders, blowers, floor 
sanders, and hedge trimmers. Accesso- 
ries for the tools are also included. 


v 


Transformers—Jefferson Elec. Co., Is YO UR ANS WER 
Bellwood, Ill. 3ulletin 381-LT-2 des- 

cribes the line of series 727 transformers, 
which may be surface or flush mounted, 
for use with fluorescent luminous tubing 
in interior illumination and decoration. 
Suggested designs and installations are 
included, with specification and dimension 
data. 





This complete line of Reflec- 
tors and Floodlights affords 
you full opportunity to meet 
all requests from your pros- 
pects for new and replace- 
ment lighting needs—indoor 
and outdoor—industrial and 


Vv 


Unit Heaters—Carrier Corp., Syracuse, 
N. Y. Complete ratings, prices, speeds, 
constants and dimensions for Carrier unit 
heaters are tabulated in detail in a new commercial. "QUAD—Sel/ 
folder. The information is presented in 


C Your Contractors and Indus- 
tables and drawings. Long Beam trials." 
Floodlight TOES. 
v 


Wiring—Bull Dog Elec. Products Co., 

7610 Jos. Campau Ave., Detroit. Catalog QUAD RANG LE M FG C0 M PANY 
No. 386 describes their wiring system for | . 

industrial plants and commercial build- | 

ings. It’s iHustrations ‘ae aon 32 50. PEORIA ST. CHICAGO, ILL. 


details and installation views. 





Duplex Dome Reflector 
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Show Colortops 
and you'll 


Sell Colortops 





Customers are attracted by the 

@ Colored top—a color for every size 

@ All porcelain top—no shocks, no burns 

@ Educational color—banded 

cartons 

Attractive 7-color display 

box 

@ A million in a million 

show when they blow 

Sold nationally THRU 

THE WHOLESALER 
Write Today for 


















Samples and Prices S > 
TRICO FUSE MEG. CON =~ 


MILWAUKEE WISCONSIN 










@ FEDERAL High Power 


Weatherproof and Water- 
tight Vibratory Horn for 
Industrial Use 


These special horns are 
available for operation on 
110 volt alternating or 
direct current only. Fast 
in coding. Constructed of 
non-corrosive materials. 
Have twice the sound 
volume of ordinary vibra- 
tory horns. Ask for cat- 
alog page 104, 


@ New FEDERAL No. 30 Horn 


with Directional Projector 

For large plants and 
yards everywhere. 
Projects sounds in 
different directions. 
Volt 6 to 250 A.C. 
only — Type 40 for 
D.C. Built to last a 
lifetime. Ask for 
Bulletin No. 57. 

Federal Electric Co. 
8758 South State St. 

Chicago, IMinois 


No. 31 A.C. 
No. 41 D.C, 








INSULATED 
STAPLES 


S.H.COUCH COMPANY, inc. 
North Quincy, Mass. 














How To Give 
Advice 


CONTINUED FROM PAGE 25 





It's A Matter 
Of Taste 





the employees, to suggest to the 
boss some improvements in sales 
technique. 

Also, you can find out a lot about 
a particular store’s problems and 
sales practice by talking with the 
proprietor himself. You ask him, 
for example, what he is doing to 
step up sales of seasonal merchan- 
dise, or to move stock of a particu- 
lar model that has now been super- 
ceded by a newer one. 

Fifth, and finally, if you know a 
customer well, you can study his 
sales records. Get a retailer to let 
you look over his sales slips and 
you can obtain a clear, accurate 
picture of which stock is moving. 


Follow Through 


Now every successful wholesalers’ 
salesman knows that there isn’t a 
single retailer he calls on who 
wouldn’t profit by some improve- 
ment in his selling or buying prac- 
tice. So if you do a workmanlike 
job of analyzing a dealer’s opera- 
tion, you’re sure to find several 
points on which you can give him 
constructive advice—advice which, 
by making money for him, will 
create orders for you. 

But when you give advice always 
follow through. Of course, you 
never insist that a dealer do what 
you recommend, but if he does 
agree to do what you recommend, 
never fail to check with him on 
your next call. 

Maybe the idea was good, but 
the application bad. In that case, 
you can steer it a little further, and 
make it work when tried again. 
But if you don’t check up, you'll 
never know it didn’t work, and 
your dealer will put you down as a 
giver of free-and-unsound-advice. 

Boiled down, the technique of ad- 
vice giving, consists of these six 
important steps: 


1. Get the facts about the dealer's 


present practice. 

2. Look for the weak spots. 

3. Select the one to talk about. 

4. Plan what to say 

5. Say it. 

6. Check up on the next call to make 
sure the idea worked. 


It will pay you to think this over. 
Then try it. 


CONTINUED FROM PAGE 26 ————— 
major outlets and 22 small appli- 
ance outlets, he runs an employ- 
ment agency for his dealers. 

“Most of them are very glad to 
let me help in getting them good 
salesmen”, he says. “The job of 
balancing a sales force for a deal- 
er is a delicate one. There should 
be a man on the staff who has orig- 
inality. There should be another 
who is persistent, of a plugging 
type. He’s generally an older man. 
There should be an 
man of the leader type. There 
should be a man with a mild dispo- 
sition who can get along with 
everybody.” 

“When a salesman asks a gua- 
rantee of $100 a month, I always 


enthusiastic 


agree, provided he will guarantee 
$1,000 a 
Crum. 
boomer 


month in sales”, says 
“Down in this country the 
type of salesman is the 
one that we have to watch out for. 
You can generally tell him because 
he is the most aggressive at the 
first interview.” 

Crum is one of the very few 
salesmen who actually publish a 
paper for their trade. He calls it 
the “Boomerang”, and in each issue 
he celebrates “the king for the 
week’’—the outstanding retail sales- 
man among his customers. It all 
keeps him pretty busy, but he— 
and his friends, the retail salesmen 
—make more money! 








& 


ANOTHER LINE for C. D. Belt, manu- 
facturers’ agent of Denver. He is now 
selling Snapit wiring devices in Colo- 
rado, Wyoming, Utah, New Mexico 
and Montana. 
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He Moves 
The Dealers Stock 


CONTINUED FROM PAGE 27 


The salesman 
was there to provide the motor with 
the proper grade of oil and to clean 
the coil if necessary, without charge. 
lf the prospect was one sold by the 
firm he was working for, the sales- 
man explained it was part of the 
dealer’s follow-up service to main- 
tain good will and customer satis- 
faction. If it wasn’t a firm pros- 
pect, he merely stated he was there 
as a part of his firm’s advertising 
program. Of once in the 
house, the salesman was able to come 
away with information which often, 
later, resulted in a sale. 


serviced. 


course, 


Church Group Prospects 


To get plenty of good prospects 
without cold canvas Walroth went 
to the minister of a church, or, with 
the minister’s permission, ap- 
proached the leader of a Missionary 
Society or Ladies’ Aid. These 
groups need to raise money. He 
offered the society five dollars for 
the privilege of demonstrating the 
entire line at the showrooms of the 
dealer to a guaranteed group of 
twenty-five (or no pay). At some 
of the demonstrations as high as 


fifty-eight church members showed | 


up. 

“Each was asked to fill 
prospect card. At the bottom was 
the question: ‘Do you know anyone 
interested in buying a Norge appli- 
ance? List names and addresses.’ 

As the result of Walroth’s plan, 
his dealer’s sales jumped to $32,000 
during the first six months of 1938, 
which is a vast improvement over 
the $20,000 he achieved in 1937 
during the same period. 

Two per cent of the amount on 
sales leads turned in by a church 
member was paid to the church 
group. Each salesman received ten 
leads a day for a period of three 
months. 

By providing a definite plan Wal- 
roth showed this group of salesmen 
how to sell the carload of appli- 
ances on the dealer’s floor during 
six weeks of January and February 
weather! 

It increased this dealer’s business 
over sixty per cent during a time 
when national sales were off forty- 
two per cent. 


January 


stated he 


out a 

















For new and rewiring jobs 


x ’ ee 
E> eee 
“%\| BUILDING WIRE | 


We manufacture code, intermediate, 30°/, t 
and super aging. ies. 








+3 
4h 


All approved by the Underwriters Laboratories, Inc. alam 
N.E.C.S. 


Flame and moisture resistant. 
Slick finish for quick and easy pulling. 
Long aging rubber. 
Uniformly small diameters. 
Clean—easy stripping. 
Eight clear distinct colors. 
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SALES OFFICES 
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No. 252°R 


Two Gang Box 


justable 
ang Adjus 
root “pox with - 208 
Receptacie = 
i cover P 
with rm Flush Brass 
Plug an 
cover plate, 
Flush Brass Plug. 






The Latrobe Line is 
complete for all resi- 
dential,commercial, © 
and industrial re- & 
quirements. In ad- | 
dition, the entire 
line is designed 
with the idea of re- 
ducing installation 
time ...an impor- 
tant point to con- 
sider when select- 
ing floor boxes and 
wiring specialties. 





No. 130 "Latrobe" |» 
Adjustable Water Tight 
Floor Box 


No. 130 Box with No. 207 Bell 
Nozzle. Cut-away view illustrates 
how tapered unit receptacle fits 
tapered opening in adjustable 
ring. Design eliminates many 
small parts. Cover plate 3!/2” 
—overall height 3!/2”. 


FULLMAN MFG. CO. 


LATROBE . PENNA. 
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Let us send you 


PORCELETS GET THE JOBS/ 


... THATS WHY THEY DESERVE 
YOUR AGGRESSIVE PROMOTION! 


Unlike most postscripts 
but an afterthought... 
and SAFETY which primarily make Porcelets (all-porce- 
ain outlets) easier to sell, particularly where hazardous 
conditions exist. They are forever shock-proof and short- 
proof, and fool-proof . . 
contractors can offer their customers substantial savings 
on the completed job which always helps them get 
"P.P.'' All-porcelain Systems need never be 
yrounded; require no clamps or connectors; and the 
same boxes can be used for various types of outlets. 
illustrated data proving Porcelets’ sim- 
plicity and breadth of their application 
it thoroughly 
Porcelets and explain their advantages. 


PORCELAIN PRODUCTS INC. 





the "'P.S." above is anything 
it stands for the PERMANENCE 


. yet, despite this superiority, 


. you will 


profitable to suggest the use of 































Mr. Wholesaler— 


are you 


“CASHING IN” 


on IDEAL’S 


TREMENDOUS 


1939 
ADVERTISING 
CAMPAIGN? 


































































Details Upon Request ! 














IDEAL COMMUTATOR 
DRESSER COMPANY 


1047 Park Avenue 
SYCAMORE, ILLINOIS 






























BURNLEY BATTERY & ME 


AY lel bales | 

















LINES WANTED 


MANUFACTURERS AGENT with twenty- 
five years’ experience in the successful 
selling of electrical, mechanical and 
lighting merchandise and calling upon 
the Wholesale Distributors, Utilities and 
Power Companies, Industrials, Rail- 
roads and Contractors in Chicago and 
the Middle West is desirous of securing 
lines who would like to increase their 
volume in this territory. Have office 
and warehouse facilities in the center 
of electrical wholesale district in Chi- 
cago. Address 


Box No. WS-11, 330 W. 42nd St. 
New York City 
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